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Research by APEX Determines Washer Efficiency 


CLEANOSCOPE PROVES THAT ALL WASHERS ARE NOT ALIKE! 


The APEX 
CLEANOSCOPE 


Apex engineers invented and made the 
Cleanescope, the only machine of its 
kind te determine the exact efficiency 
of the many different types of agitators 
used on washers. 


in the Apex loboratories, clothes of the 
same soiled density are washed under 
identical conditions and for a like du- 
ration in washers of various makes. 
After washing, the clothes are dried and 
then placed beneath the Cleanoscope 
which electrically records the amount 
of dirt removed. These laboratory tests, 
mode by disinterested parties, prove 
conclusively the washing superiority of 
the Apex Double Dasher. 


The Cleanoscope is so precise in mec- 
surement that it instantly records 
the minute difference in the whiteness 
of snow and magnesia carbonate. 


No wonder Apex washers wash cleaner! 


WASHERS are a product of scientific 
qgpex research. In Apex Laboratories, tests 
by delicately recording electrical instruments show 
conclusively that all washers do not clean with the 
same degree of effectiveness. This is but one of many 


scientific tests used constantly by Apex engineers 
in the modern Apex research laboratories. 


For over 23 years Apex has been a leader in devel- 
oping new and better household electric appliances. 
Many features used and accepted throughout the 
industry today, were originated and perfected by 
Apex. This constant scientific research and engineer- 
ing development is the Apex dealer’s assurance that 
in tying to Apex, he is building his business for the 
future as well as today. 


If you are not selling Apex, then write at once for 
the Apex catalogue of home appliances. 


APEX ROTAREX CORP. « Cleveland, Ohio 
Subsidiary of The Apex Electrical Manufacturing Company 


West of Denver, Apex Rotarex Mfg. Company, Oakland, California 
In Canada, Rogers Majestic Corporation, itd., Toronto, Ontario 


Apex Electric Household 
Appliances are backed by 
23 Years of Research and 
Manufacturing Experience 
...and assure you Largest 
Sales and Profits on 


e CLEANERS 
e WASHERS 
eIRONERS 
e REFRIGERATORS 





MORE THAN 2% MILLION APEX CLEANERS, WASHERS, IRONERS, REFRIGERATORS IN USE 
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Business 


HIS promises to be a summer with- 
out aslump. Business figures from 
all sources show greater than seasonal 
increases. Business Week's index has re- 
mained steady for more than a month 
at the high point of the year—around 
75 per cent of normal. Substantial in- 
creases are reported in residential build- 
ing. Indexes of trade and distribution 
reflect a continued advance. May de- 
partment store sales were 3.5 per cent 
higher than April, 15.7 per cent higher 
than a year ago. Rural retail sales, 
seasonally adjusted rose to a new high 
point for the recovery period. For the 
third consecutive month, employment 
and payrolls in manufacturing and non- 
manufacturing industries have been ris- 
ing, contrary to normal expectation at 
this time of year. Many of the heavy 
industries now employ more workers 
than in any month since September 1930. 
Against this favorable business back- 
ground the appliance trade reports con- 
tinuing increases: washers for May are 
up 25.4 per cent, for the first five months 
up 20.6 per cent; cleaners for May up 
43.9 per cent, five months up 27.9 per 
cent; ranges for May up 25.8 per cent, 
five months up 46.7 per cent; refrigera- 
tors for May up 34.5 per cent, five 
months up 27.6 per cent. 


Housewares 


OF class of electrical merchandise 
is not sharing in this stimulated de- 
mand. Small appliances, in spite of cer- 


tain very successful lines, are not as a 
whole making favorable comparisons 
with former years sales. Now, seeing 
that the aggregate sales of electrical 
housewares is around $50,000,000, this 
should be a matter of concern to the 
industry. And as these appliances pro- 
duce a large revenue relative to dollars 
of sale it should especially concern the 
utilities. A letter to the editor puts the 
condition very clearly. I quote in part: 

“Several years ago the utilities were 
pushing this business with special cam- 
paigns, employees campaigns and what 
not. Then came the era of about 1930 
and 1931, when agitation against utili- 
ties sales was rampant. I was in the 
Southwest at the time as a merchandise 
manager, and was personally acquainted 
with the Kansas and Oklahoma situa- 
tions. The feeling was that if the utili- 
ties would only discontinue merchandis- 
ing appliances, the market would 
automatically gravitate to the dealers. 
We knew this was a fallacy at the time, 
and the dealers know it now, but it did 
serve to temporarily put the utilities out 
of the merchandising of small appli- 
ances, and they have never aggressively 
taken it up again.” 

The commercial direction of the Edi- 
son Institute in cooperation with a 
group of leading manufacturers are now 
in the second year of a well planned 
program to obtain greater promotion for 
electrical housewares. One of the points 
stressed in this housewares program is 
the contribution of the smaller appli- 
ances to store and window display. The 
utility that fails to create interest in the 
electrical performance of household 


tasks by a continuous demonstration of 







new toasters, irons, roasters, mixers is 
forgetting the merchandising fundamen- 
tals that built the business. 


New Law 


F interest to merchants large and 

small is the officially labeled “price 
discrimination” bill which became law 
on June 20. This measure provides that 
if advertising allowances are given to 
one firm that they must also be given in 
the same proportion to all buyers. It 
also provides that there shall be no dis- 
crimination in price between different 
purchasers for goods of like grade and 
quality. Allowance may be made for 
quantity. The Federal Trade Commis- 
sion may fix quantity limits. The sup- 
porters of the bill have been largely in- 
dependent merchant associations. They 
have felt that the bill was aimed at 
chain operations. Its opponents have 
damned it as too complex to be work- 
able; furthermore, chains and big stores 
representing big money can probably get 
around its provisions in various ways— 
by manufacturing their own goods for 
one. In the usual manner of such things 
the law will be tested in the courts, 
a matter of many months. It will be a 
long time before anybody knows what if 
anything it means to the merchants it 
was designed to assist. 
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CONSUMER SURVEY 


Consumer refrigeration saturation 21 per cent—l3 per cent under the national average; buying 
intent low—23.6 per cent as compared to 49.4 per cent nationally; price factor important—i7.8 
per cent compared prices and models as compared to 0.2 per cent nationally; almost double the 
number buy for cash in Milwaukee compared to other communities. 


T is my that no such 
made, from 

the standpoint of sales-making in 
the appliance industries, as has oc- 
curred in product improvement. While 
the engineering 


conviction 


progress has been 


and manufacturing 
departments of leading appliance com- 
panies have steadily developed to a 
near approach to perfection, the sell 
ing processes are still too much upon 
and-miss basis. I do not dis- 
count the fact that the art of selling 
as developed to a better degree by 
appliance merchants and 
than is the 


hit 
a nit 


salesmen 
other industries. 
But there is still much to be desired 
Ihe great need, the real opportunity, 
and the magnificent possibilities in the 
ippliance industry can be found in the 
improvement of the 


case in 


marketing tech- 
nique more than in the development 
yf finer product This article, then, 


which breaks in on my monthly sched- 


ule of sales training suggestions, is 
presented as an approach to better 
selling efficiency, and naturally must 


oncern all of the marketing activities 
in the broad distributive gap. 

To make this one of the most help- 
ful articles that has yet been published 
oncerning the marketing of appli- 


ances, Electrical Merchandising de- 


ded to make a complete market 
tudy of an important local market 
which had peculiar sales problems, 

ve the appliance industry a pic- 
ture of a typical condition, a full 
esearch of its problems, and some 


ways and 





means to 
ig efficiency with 


and 





greater sellis 
consequent increase in 
profit for all 
Electrical Merchandising decided te 
select the important market of Mil- 


volume 
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waukee, Wisconsin, chiefly because 
the local saturation there, of approxi- 
mately 23 per cent, is about 11 per 
cent behind the national saturation 
average of 34 per cent at the begin- 
ning of 1936. It was immediately 
deduced that at least another 20,000 
electrical refrigeration units must be 
sold in Milwaukee to bring the sat- 
uration up to the 
and it could be 
that with or 
particularly 


national 

inferred, 
without 

ineffective 


average, 
therefore, 
reason, some 
selling had 
gone on, 

It was a pleasure to me‘that Elec- 
trical Merchandising placed this im- 
portant assignment in my charge, and 
we decided to enlist all of the im- 
portant agencies of that market to 
assist us in concluding the most com- 
prehensive and complete study of a 
local market that far been 
made. We solicited and obtained the 
interest and support of all salesmen, 
dealers, distributors of all makes, so 
that the result of the findings would 
reflect a true industry-wide picture 
of the Milwaukee situation, and it is 
encouragingly surprising to note the 
extent to which all agencies are will- 
ing to cooperate in a venture which 
increased volume and 
profit for all. It is, likewise, very 
evident that only by such a completely 
associated activity can the fullest fund 
of information be gained. Were it 
attempted by a single manufacturer 
or agency, only a fractional picture 
of questionable value would be devel- 
oped. At the outset, let me give 
credit where it is bountifully due. 

First, to the Milwaukee Journal, 
leading Wisconsin newspaper, which 
has perhaps, gone further than any 


has so 


is aimed at 


other in America in 


search. 


consumer re- 
It gladly cooperated by per- 
sonally interviewing 2,000 consumers 
at considerable cost, findings of which 
appear herein. 

Second, The Milwaukee Electric 
Railway and Light Company, ener- 
getic local utility, whose sales man- 
ager, Frank Coffin, evinces a splendid 
spirit of cooperative action. Through 
it, owner names having been equally 
provided by leading Milwaukee dis- 
tributors of all makes, a questionnaire 
was directed to 3,500 owners of elec- 
tric refrigerators, to find out how well 
the average salesman was registering 
his impression. Findings of this study 
appear herein. 

Third, the Wisconsin Radio, Re- 
frigeration, and Appliance Association 
and its affiliate. The Electric Refrig- 
eration Bureau, both under the able 
direction of Frank Greusel, Milwaukee 
Crosley distributor, who acts as presi- 
dent of both. Nowhere in America, 
have I found a 


more unselfish, 
dynamic and aggressive association 
leader. Through his efforts, all Mil- 


waukee dealers, distributor salesmen, 
and retail salesmen were encouraged 
to respond with the findings that are 
found herein. 

Finally, no little thanks is due the 
Cramer-Krasselt Company, whose mar- 
ket planning I have the privilege to 
direct, for the great amount of analy- 


tical work required to collate the 
findings. 
The basic method utilized, was to 


survey consumer interest, owner con- 
ditions, the problems and performance 
of retail salesmen, the methods and 
activities of dealers, so that from the 
unified findings of all, an accurate 





SALESMAN SURVEY 


Salesman's ownership of appliances in 
Milwaukee far above average; salesman's 
earnings average $15!|—desired earnings 
$205.47; 84.5 per cent budget their sell- 
ing time; 48.1 per cent get their sales 
from outside effort—7.4 from store sell- 
ing. On sales appeals stressed and in- 
formation presented the buyer, Milwau- 
kee salesmen rank higher than average. 
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DEALER SURVEY 


Applying the results of this study 

has spectacularly increased the 

performance of retail salesmen, 

improved merchant practice and 

accelerated volume and profits in 

the Milwaukee market within a 
60-day period 


By Gerald E. Stedman 























The average total unit volume per dealer in Milwaukee 
was 184 refrigerator units in 1933, 115 in 1934, 134 in 1935 
and an expectant 286 in 1936; they report that 68.6 per 
cent of sales originate within the store; 55.5 per cent of 
them hold no regular sales meetings; nearly 90 per cent fail 
to set any quota for individual salesmen. 
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diagnosis of the distributive function 
could be clearly gained. Nothing like 
it has been attempted before, and it 
points to a method which all metro- 
politan areas can use in an associated 
activity of a practical nature to im- 
prove the selling efficiency of all. 
Perhaps the best way to report the 
findings, is to digest the essential facts 
from the angle of continuity, begin- 
ning with consumers, thereafter deal- 
ing with research among retail sales- 
men and dealers, ending with findings 
of the owner study to show how the 
sales impressions have customarily 
registered. We will not cover the 
research to distributor salesmen, be- 
cause it is hardly germane, and would 
require too much space. However, it 


is available in Electrical Merchandis- 
ing files for those who would want 
conclusions from this standpoint. 
There is insufficient space to cover all 
deductions of pertinent value arising 
from this Milwaukee study, and a 
detailed report may be had by address- 
ing me through Electrical Merchan- 
dising. A small charge, covering 
mimeographing expense, will be made. 
The Milwaukee Journal cooperated 
with ELecTRICAL MERCHANDISING in 
personally interviewing consumers 
generally, whether owning electric 
refrigerators or not, and the subse- 
quent findings are based upon 1,633 
reports. I believe the best method is 
to give the tabulation, thereafter 
drawing important interpretations. 


CONSUMER IN TEST SURVEY 


"| on survey was made among 


telephone subscribers, admittedly 
a higher income group and a more 
intelligent class, and therefore nearly 
twice as saturated as are families at 
large. Present ownership in Mil- 
waukee was found to be 44 per cent 
as against the national saturation for 


_the telephone subscriber group of 71.5 


per cent. In other words, the Mil- 
waukee market is only 61.5 per cent 
as saturated as is the national market, 
indicating that for one reason or 
another, a 40 per cent poorer selling 


OWNERSHIP SURVEY 


job has been done than nationally. 
Based upon a national saturation of 
34 per cent at the beginning of 1936, 
the overall Milwaukee refrigerator 
saturation is at present scarcely more 
than 21 per cent. 

Certain reasons for this will be 
apparent in discussions of later find- 
ings, but certainly one reason is that 
it has been a neglected market from 
the standpoint of national newspaper 
attention of manufacturers, perhaps 
because they considered Milwaukee 
around the bend from Chicago, and 


Comfort and convenience ranked highest in appeals influencing pur- 
chase of refrigerators; mechanism of the machine, company manufactur- 
ing were biggest influence in closing sale; 25 per cent of owners looked 
at less than 2 machines before buying; less than 35 per cent, if buying 


again, would pay less than $150 for a refrigerator. 
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FRANK W. GREUSEL 
President, Electric Refrigera- 
tion Bureau; Wisconsin Elec- 
tric Appliance and Radio 
Association; Crosley distributor. 


that Chicago market advertising would 
reflect itself in Milwaukee without 
additional appropriation. That is not 
the important reason, however, as will 


be later shown. 





WHEN PURCHASED 


Year Milwaukee National 


1924 .l 
1925 .l 
1926 9 
1927 2.8 
1928 3.8 
eae... 2.8 
1930... 8.6 
. 8.1 
1932... 11.5 
, 11.5 
1934... 19.1 24.3 
1935 20.3 21.1 
1936 10.4 a 





The above table indicates that Mil- 
waukee did a better selling job than 
was done nationally up to 1931; the 
percentage of ownership till then was 
27.2 per cent compared to the national 
of 25.7, but that since then, through 
neglect, negative legislation, or greater 
percentage of sales for cash, a poor 
selling job has been done. It likewise 
indicates that there is a really hope- 
ful replacement opportunity in Mil- 
waukee if it can be assumed that all 
models prior to 1932 are obsolete be- 








cause of modern styling and new 
convenience features. 
BUYING INTENT 
Milwaukee National 
Yes 9.8%, 44.4%, 
Perhaps 13.8 48 
Total . 23.6% 49.4%, 





This shows an alarming condition 
in that the total buying intent of 
23.6 per cent as compared with the 
national of 49.4 per cent, is scarcely 
half the buying intent shown through- 
out the country. Worse, a greater 
proportion of Milwaukee intent is 
of a qualified nature, while that of 
the nation is preponderantly positive. 
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his indicates that more advertising 
and more aggressive selling effort is 
needed in Milwaukee by far than is 
occurring here. 





BUYING REASONS 





Reason Milwaukee National 
Econonmy ad 31.0 
Convenience . . 19.1 26.3 
Price ..... 17.8 0.2 
Mechanism 12.1 14.6 
Maker ..... 7.1 10.4 
Beauty ...... _ 58 6.4 
Dealer Reputation... 3.1 4.6 
All other reasons. . 5.9 6.5 
The important thing about the 


above table is the unusually high rank- 
ing of price as a factor influencing 
the purchase in Milwaukee (17.8 per 
cent as against 0.2 per cent). Part of 
this is due to the local problem of 
buying extensively on a cash basis 
which, naturally, tends to make people 
desire a lower price as well as to 
slow up the market. Another part 
may be due to a long-continuing prac- 
tice of leading department stores of 
attempting to undersell each other. 
Still another part is caused by the 
unusually virulent chiseling methods 
of many Milwaukee dealers who have 


permitted consumers to constantly 
trade them down until many sales 
are taken almost at a loss. This find- 


ing led to the organization of a 
committee of 12 dealers, who have 
adopted rules and regulations in rela- 
tion to price maintenance, which have 
borne fruit within a 30-day period, 
and has gone far to solve chiseling 
methods. Likewise, one of the large 
refrigerator manufacturers placed a 
trained shopper on a full-time basis 
in Milwaukee to attempt some type 
of policing. The fact is, that within 
30 days a serious problem is on its 
way to correction only because re- 
search of this type makes the prob- 
lem appear definitely dangerous. 





CASH vs. TIME 


Milwaukee National 





Cash eres 20%, 
Time . . 80 
Here, I feel, is the most funda- 


mental reason why Milwaukee satura- 
tion is so far under the national. 
There is over twice the inclination to 
buy for cash. This may be due to the 
conservative and thrifty characteris- 
tics of the unusually high Germanic 
percentage of population. However, 
it is self-evident that the tendency 
toward cash buying both slows up a 
market and tends to make buyers 
demand lower prices. It is the reason 
behind much of the extraordinary 
chiseling that has gone on. Part of 
this is without question due to the 
negative legislation which makes in- 
stallment selling somewhat difficult in 
Wisconsin. 


COMPLETE ELECTRIC 
KITCHEN INTEREST 


It was found that 30.2 per cent of 
the 1,494 consumers answering this 
question were interested in the event- 
ual ownership of a complete electric 
kitchen. Of 432 consumers inter- 
ested, only 29.7 per cent stated that 
they would want to secure a complete 
electric kitchen at once, while 70.3 
per cent said they would like to add 





electrical products gradually on an 
add-a-pearl basis. 

From this consumer survey, the 
main conclusions are that there is too 
much buying on a cash basis, too 
much emphasis upon price, and an 











entirely too low a saturation. These 
are conditions that can only be reme- 
died by associated agreement and ac- 
tivity. This is being done and already 
excellent results have been obtained 
in the territory. 


THE SALESMAN SURVEY 


LECTRICAL MERCHANDIS- 

ING cooperated with the Mil- 
waukee Electric Refrigeration Bureau 
in a survey among all Milwaukee elec- 
tric refrigerator salesmen with the fol- 
lowing results: 

It was found that 88.9 per cent 
of Milwaukee salesmen are married, 
which is considerably above the 
national average. And in previous 
surveys, I have found that the aver- 
age married salesman is approxi- 
mately twice as sales productive as 
the single man, and from this stand- 
point Milwaukee salesmen should do 
a better job. 

It was found that 60.8 per cent 
of Milwaukee salesmen had their 
wives help them in such selling ac- 
tivities as talking of the product to 
other women, helping in finding pros- 
pects, demonstrations and in other 
ways. This is considerably above the 
national standpoint and again shows 
Milwaukee salesmen are conditioned 
to do a real selling job. From this 
retail salesman’s survey, we can begin 
to deduce the conclusion that the sell- 
ing weakness of Milwaukee has not 
been due to them so much as to other 
factors such as those previously 
mentioned. 





OWNERSHIP BY SALESMAN 


Appliance Owned Selling 
Refrigerator ........ 84.0%, 100.0% 
ee 30.8 
Gas Range.......... 76.0 38.4 
Electric Range....... 20.0 30.8 
lroner .... ina 30.8 
Gas Water Heater... 44.0 3.8 


Electric Water Heater 12.0 19.4 





Although the above table shows 
some chance for improvement in rela- 
tion to product ownership by salesmen 
in regard to ironers, electric ranges 
and gas water heaters, yet these are 
percentages far above the national, 
and indicate that the salesman is con- 
ditioned to do a better selling job. In 
fact, previous surveys have convinced 
me that he who owns the product can 
be expected to be about twice as effi- 
cient from the sales standpoint. 


PRESENT AND 
DESIRED INCOME 


Compared with a present average 
earning of $148 of appliance salesmen 
throughout the nation. Milwaukee 
salesmen earn an average of $151, or 
above that for the country at large. 
And compared with the desired in- 
come throughout the nation averaging 
$157, Milwaukee’s salesmen have an 
average desired income of $205.47. 
This shows an unusually healthy con- 
dition for Milwaukee, and again sup- 
ports the fact that the problem here is 
not one particularly identified with the 
retail salesman’s performance. 

It is interesting to know that 84.5 
per cent of salesmen reporting at- 
tended the four weekly training break- 


fasts which I conducted under the 
auspices of the Electric Refrigeration 
Bureau, and that 100 per cent of them 
found that they were decidedly help- 
ful. This, without doubt, has some- 
thing to do with lifting the sights of 
the salesmen to a greater desired in- 
come than is true throughout the 
nation. And it is my thought that no 
great sales increase can be gained un- 
til a salesman desires it strongly 
enough to work harder for it. 

It is further interesting to know 
that the average increase in income as 
a result of the four breakfast meetings 
that have been so greatly publicized 
throughout the country, was 27.5 per 
cent, and this is a measurement based 
upon a survey made within three 
weeks after the close of the last train- 
ing session; indicating the real spurt 
in income that can be gained fast by 
such inspirational training sessions. 

I found that 7.4 per cent of sales 
were gained from store selling, 48.1 
per cent from outside selling, and 44.5 
per cent from both. This indicates a 
relatively small percentage from out- 
side selling, indicating that more at- 
tention must be given to this in the 
Milwaukee market. 

84.5 per cent of Milwaukee sales- 
men budget their time, far above the 
national average, and the average 
number of hours spent selling per day 
is 10.26, practically two hours more 
than the national average. Of this 
average hourly selling time, 6.02 hours 
are spent facing the prospect, where 
the salesman’s time is about 40 per 
cent effective, which quite closely 
parallels the national average. Some 
improvement can be made from this 
standpoint. 

37.7 per cent of sales were closed at 
the store, and 62.3 per cent were 
closed outside, which again shows a 
healthy condition. 

40 per cent of sales were closed 
during the day, and 60 per cent were 
closed at night. 

18.3 per cent were closed by house- 
wives alone, 8.5 per cent to husbands 
alone, and 73.2 per cent when both 
were together; again a very healthy 
condition. 





SALES APPEALS STRESSED 


Appeals Per Cent 
ED ails s ac dda ads baeoda 444 
Family Affection ............ 37.1 
Health Protection _......... 100.0 
Pleasure and Hospitality..... 63.0 
Comfort and Convenience.... 100.0 
"te 100.0 
Pride of Possession.......... 85.3 
Cleanliness and Sanitation.... 97.3 
Installment Purchase ........ 81.5 
YL ene i. 





This shows an unusually healthy 
condition and likewise, it shows the 
burden placed upon retail salesmen, 
because there is no manufacturer who 
is supplying publicity or promotion 
unselfishly on the general need for 
electric refrigeration, which shows up 
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in the fact that from the standpoint 
of health protection, comfort and con- 
venience, and the ability of electric 
refrigeration to pay for itself, Mil- 
waukee salesmen have to hit these 
100 per cent. The fact that install- 
ment selling is stressed by 81.5 per 
cent, indicates that as far as the sales- 
man is concerned, he is not the cause 
of the Milwaukee problem of buying 
so extensively on a cash basis. 





INFORMATION DESIRED ON 
PRESENTATION 
Desire 
Now _ Informa- 
Covered tion 





Dramatic Description.. 92.3% 19.2% 
Sell the Difference.... 77.0 1.5 
Proof for Each Point. . 84.5 15 
Justifying the Purchase 100.0 3.8 
iepalliog Motives. . 50.0 30.7 
Prospect Appeal “to 

serra 50.0 34.6 
Buying Reasons....... 73.0 15.4 
Gaining Agreement... 80.7 15.4 
Expression and Delivery 

of Presentation ..... 57.6 34.6 
Thought Progression of 

Presentation ....... 38.4 46.1 
This again shows an _ uwnusually 


healthy condition among Milwaukee 
salesmen, the percentage who cover 
these presentation essentials now be- 
ing far above the national average. 





BUYING REASONS STRESSED 





Design .. 74.0%, 
Cees... ww. ec cccccus 100.0 
Color and Finish Se 
Mechanism . : .. 88.8 
Use Savings .... ee 
og ata oa wi Sieg parece dl 778 
Convenience . vee, Ve 
Company Standing. ooee | 
Dealer Standing ............ 778 
Plus Values . a areas 
Price ...... eee 
ery 92.5 
Minimum of Service......... 3.7 
The above table shows a distinct 


opportunity for improvement from the 
standpoint of stressing design, styling, 
and particularly from the price stand- 
point. Undoubtedly this price prob- 
lem has maintained so long in Mil- 
waukee that salesmen from the defen- 
sive standpoint, have had to give it 
greater consideration than they should 
Thus, what has started out from other 
sources as a cause, may have produced 
a result which is now turning to an 
added cause for the chiseling charac- 
teristics apparent in the Milwaukee 
market. 

Surveys disclose the fact that an 
average of 13 canvass calls were 
needed to produce a prospect, 4.9 
owner calls were needed to produce 
a prospect, 4.2 presentations were 
needed to close a sale, 2.2 demonstra- 
tions were required to effect a sale. 
This indicates that it is generally 
easier to win a sale in Milwaukee than 


throughout the nation, and may indi- 
cate that a part of the Milwaukee 
problem is that of increasing man- 
power, than it is one of inefficiency 
of the manpower already maintained. 
Our counsel would be that distributors 
in the Milwaukee area should imme- 
diately assist dealers to such an en- 
listment of manpower as to double 
the number of retail salesmen in that 
market. Without question, it is woe- 
fully undermanned. 

The total number of contacts the 
salesmen average per week in Mil- 
waukee is 93.6, the number of pre- 
sentations is 22.8, and the number of 
sales per week averages 3.6; indicat- 
ing unusual effort, aggressivenes and 
efficiency as compared with the nation. 


nature, and although not specifically 
reported in this article, a survey 
among distributor salesmen indicated 
quite graphically that they were act- 
ing more as order takers and less as 
sales counsellors than they should. 





WHAT THE DEALER NEEDS 





GREATEST SELLING PROBLEMS 
Overcoming Price Cutting and 


Price Competition ......... 35.5% 
Finding Enough Live Prospects. 22.6 
Closing the Sale............. 12.8 
Getting Enough Presentations in 

“eer 6.5 
Re 22.6 





This reflects again that the crucial 
problem of chiseling is rampant in 
Milwaukee. 





GREATEST SELLING NEEDS 


Educational Advertising ...... 16.7% 
Encouragement on Time Buying !!.! 
Better Closing Technique. .... 1.1 
Means of Finding More Live 
re 1.1 
—e Between Evening 
, 1.1 
Better Organized ‘Selling 
MEE fodcaeeucekeass 1. 





WHY MILWAUKEE IS BELOW AVERAGE 


Conservative Character of 


| ee 26.3% 
Not Enough Well ee 

Selling Effort ... 15.8 
Lack of Encouragement on Time 

FE? ae ree 13.2 


Not hae Advertising of the 
Advantages of Refrigeration. 10.5 
Not Enough Newspaper Adver- 


DEE Gane ukbtcorpawbacest 10.5 
Financial Insecurity of mead 

People ...... 10.5 
Lack of Price Maintenance. 7.9 
Late Summer ........ cope co 





The survey among retail salesmen 
provides conclusive evidence of help- 
ful nature, that the problems of the 
Milwaukee market are not particularly 
caused by the inefficiency of the retail 
salesmen, but that, in effect, he is a 
victim of other forces that have pro- 
duced the under-selling and chiseling 
tendencies of that market. It indi- 
cates as well, the great need for en- 
listment of manpower in the Mil- 
waukee area. My tip to some of you 
appliance salesmen is—if you want to 
find good hunting grounds, go to 
Milwaukee ! 


DEALER SURVEY 


LECTRICAL MERCHANDIS- 

ING worked through the Elec- 
tric Refrigeration Bureau to gain an 
accurate picture of dealer conditions 
in Milwaukee, and found considerable 
less selling efficiency in this group 
than was revealed in the survey 
among retail salesmen, a somewhat 
surprising fact in that it would ap- 
pear that the salesman could train and 
direct himself better when relying 
upon the dealer he represents to do 
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it. There is real need for dealers 
to turn into better merchants in the 
Milwaukee area. 

The average number of appliances 
handled per dealer was found to be: 


Refrigerator, 1.9; Washer, 1.4; Gas 
Range, 1.7; Electric Range, 1.8; 
Water Heater, 1.5; Ironer, 1.5. 


Nearly 40 per cent of Milwaukee 
dealers stated that distributor salesmen 
could give them more sales ideas and 
counsellor help of a merchandising 





1936 





Hiring Salesmen ............. 447, 
Training Salesmen ........... 66.7 
Sales Meetings .............. 44.4 
Sales Incentives ............. 33.3 
rrr. 33.3 
Window Display Service...... 89.0 
2... eneere ree 44.4 
Departmentalization .......... 22.2 
Group Selling Activities....... 22.2 
Outside Selling Activities... ... 33.3 
All Product Selling........... 22.2 
Advertising Procedure ........ 33.3 
Publicity Procedure .......... 22.2 
Fimemee ....:...... San 
Use ES 33.3 
See ere 66.7 
Trade-In Allowances .......... 55.5 
ee ee 44.4 
ee errr 44.4 
Equipping Salesmen .......... 89.0 





These percentages are all consider- 
ably above the national average, and 
indicate that Milwaukee dealers re- 
quire far more merchant training than 
in other cities. This may be due to 
manufacturers in overlooking the 
Milwaukee market too much from the 
standpoint of field contact. It may be 
the fault of distributors in not organ- 
izing a clear-cut plan for merchant 
training which is as essential as retail 
sales training. But, my personal feel- 
ing is that it is because the average 
distributor salesman is weak in the 
functions which are essential to build- 
ing good merchants. 





ADDITIONAL RETAIL SALES TRAINING 


NEEDED 

Qualifications sccxes 
Need for Appliances.......... 37.5 
Refrigerator Facts hoki week 
Washer Facts ....... co. or 
Range Facts _... Se 
lroner Facts . 5 saree 
Water Heater Facts.......... mS 
Market for Appliances swe 
Selling Process inka ee 
Finding Prospects sores a 
Classifying Prospects ccna 
Sales Presentation |. . .. 625 
Selling the Difference Soe ae 
Proof Selling . ee 
Demonstration Ideas ......... 62.5 
Answering Objections ........ 75.0 
Justifying the Purchase........ 75.0 
Sales Approach ee 
Sales Close % » vine 
Competition » sabes 
Supervision ~ oo. 
Use of Tools .. 50.0 
Using the User . 50.0 





The above table again indicates the 
deficiency of the average Milwaukee 
merchant in relation to vital training 
information that is essential in in- 
creasing the performance of the retail 
salesman. Fortunately, the retail 
salesman in this market does not seem 








































FRANK A. COFFIN 


Sales manager, Milwaukee 
Electric Light & Power Com- 
pany, whose help and coop- 
eration made the Milwaukee 
survey possible. 


to require as much guidance and 
supervision as throughout the country 
and this has perhaps not made the 
merchant’s weakness as apparent as it 
really is. It quite strongly indicates 
that one of the Milwaukee problems 
is to make better merchants more than 
to make better retail salesmen. 

This conclusion is again emphasized 
by the fact that 55.5 per cent of Mil- 
waukee merchants hold no regular 
sales meetings. Better than 75 per 
cent do not attempt to encourage help 
of the salesman’s family. Nearly 90 
per cent fail to set any personal retail 
salesman’s quota. 

The average total unit volume per 
dealer was 184 refrigerator units in 
1933; 115 in 1934, 134 in 1935 and an 
expectant 286 in 1936. The expect- 
ancy is far beyond the national for 
1936 but the performance for the three 
previous years is decidedly lower than 
the country-wide average; again indi- 
cating that merchants have not been 
stimulated to greater peaks of per- 
formance as they should be. 

Merchants report that 68.6 per cent 
of volume originated within the store 
which is opposed to what retail sales- 
men report and indicates a bad con- 
dition. Since electric refrigerators 
are products which “have to be sold” 
and since there are nine prospects 
outside for each that will come in the 
store, possibly an even greater ratio 
in Milwaukee is due to lack of feeling 
of general need, the high percentage 
sales on cash and the natural con- 
servatism of the Milwaukee buyer. 


OWNERSHIP SURVEY 


LECTRICAL MERCHANDIS- 

ING secured the appreciated co- 
operation of The Milwaukee Electric 
Railway Light Co., utility in that 
market, and the help of leading dis- 
tributors and prominent refrigeration 
merchants of all makes to conduct a 
survey among owners of electric 
refrigeration. This is one of the 


neglected but important parts of any 
complete local market study in that it 
permits certain deductions as to how 
salesmen are registering their impres- 
sions and, as well, permits an under- 
standing of the controlling factors 
that led to electric refrigeration pur- 
chase. Generally speaking, this owner 
(Please turn to page 11) 
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A row of operations-built houses in Phila- 
delphia all equipped with complete electric 


kitchens 
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T HILE the National 
Modernizing 


ting under way with the for- 


Kitchen 


Bureau is get- 


mation of local bureaus throughout 
the country, much in the form that 
the highly successful Refrigeratiot 
Bureau was sent us, it is interesting to 
see how one city, the Electrical As- 
sociation of Philadelphia, is approach- 
ing the job 

Inasmuch as Mr. George Whitwell, 
vice president of the Philadelphia 
Electric Company is also the national 
chairman of the Kitchen Modernizing 


added 


examination of 


Bureau, there is pertinence in 
the preliminary this 


one important metropolitan market. 
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One of the com 
plete electric kit- 
chens in the oper- 





ations-built homes. 


Naturally the first step was the pro- 
motion of a Kitchen Modernization 
Division of the Association, which 
was organized on April lst of this 
year. Following that came an analy- 
sis of the market for kitchen moderni- 
zation, which it was found divided it- 
self into four First, the 
operation built (the type of 
that are constructed by so- 
called speculative builders, real estate 
developments, etc.). Second, the cus- 
tom built home where an architect is 
customarily employed to construct the 
house for the owner to his own speci- 
fications. Third, those houses owned 
by banks and insurance companies 


1. . 
ciasses: 
home 


houses 


—_ 


ep la 


Philadelp 


which would be difficult to re-sell if 
they were not modernized. And fin- 
ally, fourth, the home owner who has 
lived in a house equipped with an out 
of date kitchen. 

“We felt,” said George Conover, 
managing director of the Association, 
“that to attempt to tackle all four 
classes of Kitchen modernizing in one 
effort would only result in confusion, 
misdirected effort and lack of under- 
standing on the part of the public as 
to the modernizing program. In addi- 
tion, an entirely different approach is 
necessary for each one of the four 
classes. 

“We decided, therefore, to take 
them one by one, and do a thorough 
and complete job in each individual 
class as the Association is capable of. 
Naturally, we first picked on the new 
homes that were being built, which 
as you will notice, fall into two classes 
—operation built homes and custom 
built homes. Naturally, the operation 
built homes far outnumber those put 





GEORGE WHITWELL 
Vice president, Philadelphia Electric 
Company. 


When operations-built houses are equipped 
with electric kitchens, the Association puts 
its own sign on the job, alongside the 
builders sign. 





At the right is another one 
of the kitchens installed. 


hia Begins 


up to individual specifications. And 
there is where our first effort has been 
placed. 

“Up to date, the response we have 
had from builders in Philadelphia has 
exceeded all our expectations. They 
recognize, of course, that a house 
equipped with a modern electric kit- 
chen is going to sell faster than one 
in which electrical equipment has yet 
to be installed. In addition, new 
houses which are being equipped with 
modern kitchens are also being wired 
to Red Seal specifications. To date, 
nearly every important operation 
house builder in the Philadelphia terri- 
tory has evinced interest in our pro- 
gram and the majority of them have 
signified their willingness to actively 
cooperate by installing modern kit- 
chens. Today in Philadelphia there 
are 198 houses already built or in the 
process of construction that have been 
equipped with these modern kitchens 
since we organized the Philadelphia 
Division of the National Kitchen 





Cc. K. WEST 


President, Electrical Association of 


Philadelphia. 
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Modernizing Bureau.” 

Philadelphia’s approach to this na- 
tional movement has been on a very 
practical basis. They were aware that 
merely advertising that a moderniza- 
tion service was available to the pub- 
lic would not create sufficient effect 
—that was one of the reasons for 
splitting the work up into four divi- 
sions. Having decided to concentrate 
first on operations house builders, 
they were able to go to these builders 
with a definite plan as to what the 
Association at Philadelphia would do 
to help the builder and what was ex- 
pected of the builder in tying in with 
this program. 

Inasmuch as many communities are 
in process of either organizing bur- 
eaus or looking for the builders part 
in the program, it might be of interest 
to record here what Philadelphia build- 
ers are required to do and what the 
Electrical Association have agreed to 
do in return. 

Here are the rules: 


GEORGE CONOVER 
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Managing Director, Electrical Association of Philadelphia. 
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. Provide 


Builder’s Part 


. Supply electric range. 
. Provide outlet, also suitable place 


for the electric refrigerator in 
the kitchen. 


. Arrange proper placement of 


cabinets, sink, etc., for most effi- 
cient operation. 


. Supply ventilating fan. 
. Supply electric clock outlet. 
. Provide sufficient number of out- 


lets in kitchen for small electrical 
appliances such as toaster, per- 
colator or coffee-maker, etc. 
sufficient illumination 
and proper lighting fixtures for 
use in kitchen. 


. Place an electric refrigerator on 


display along with other furnish- 
ings in the sample home. 


. Include in the advertising copy 


placed by the builder mention of 
the fact that the homes are 


equipped with Modern Kitchens. 


- Explains how the kitchen modernizing movement is 
being carried out... 










10. 


198 Modern electric kitchens in- 


stalled in new homes in 
beginning of drive .... activ- 
ity divided into four sections 
—operations-built homes, 
custom-built, old homes to 
be modernized for re-sale 


Place on lawn in front of sample 
home a sign stating that “These 
homes are completely equipped 
with modern electric kitchens.” 


. Properly floodlight sample home 


during the evenings to attract at- 
tention of motor traffic and 
pedestrians. 


. Display certificate in kitchen 


which will certify to the public 
who inspect the sample home, and 
also to the ultimate purchaser of 
each home that the kitchen has 
been designed according to the 
present standards for the mod- 
ern electric kitchen. 


The Association’s Part 


. Arrange with the electrical con- 
tractor to make the necessary 
change over in the wiring of the 
home to provide for the installa- 
tion of the electric range. The 
Philadelphia Electric Company 
will assume the difference in cost 


/ 
and owners’ present homes 


By Laurence Wray 


dO 





odernizing 


incurred in changing from the 
usual two wire service to that 
necessary for the electric range. 


. Provide a promotional advertis- 


ing fund to be used in placing 
cooperative advertisements in the 
building section of the various 
newspapers. These advertise- 
ments will show a photograph of 
the sample home, listing the ad- 
dress of the sample home and 
of the entire operation for each 
builder cooperating in the pro- 
gram. The ads, however, will 
feature in a promotional theme 
the fact that modern electric kit- 
chens are included in each of the 
homes illustrated. 


. Provide a home economist for 


each of the kitchens in the sam- 

ple homes for duty on Sunday 

afternoons and evenings when 

hundreds of people inspect these 

homes; the home economist to 

answer questions concerning 
(Please turn to page 63) 


. . « And sits for his candid camera portrait at the 


same time... 
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DR. MATHEW LUCKIESH, 
B. S., M. S., E. €.. D. Se., D. E. 
As a slip horn player “Doc” 


was pretty good 


ROBABLY no group in the early 
days of the electrical industry was 
quite so interesting and exciting as 
were the incandescent lamp gang. I 
them well. They worked hard 
and played hard 
Their outstanding characteristic as a 
group was a perfectly screwy sense ot 
whimsical humor. This was often at- 
tributed by the holier-than-thou’s to 
over-indulgence in liquids having high 
alcoho ‘hat, I assure you, 
was not s No, the weird antics of the 
lamp men in those days were not in- 
d by the Demon Rum, but by a 
sense of humor which has—and I think 
nhappily—pretty well died out 
For example, there was that junk- 
wagon stunt of Liza Norris. He went 
down to a National Electric Light con- 
vention at Atlantic City, met importan 
customers on the special train, and was 
so engrossed in his job of selling them 


knew 


holic content. 


some new type of lamp that he did not 
pack up his blueprints and papers until 
the train had pulled into the station. 
3y the time he had packed and alighted, 
all the cabs had been commandeered, 
and there stood Liza with two heavy 
bags, a mile or more from the hotel, and 
no transportation. At this critical mo- 
ment approached one of those old-time 
junk wagons, piled high with rags, 
i iron. Liza 


es, rubber | 
the next scene re- 





truck a bargain and 
him ridi 
the exclusive and swanky Marlborough- 


Hotel per 


cook-stove on the 


ng up to the entrance ol 
Blenheim atop a rusty 
1's cart 

Haughton’s 


most important 





Another case was Ernie 
gift of a nose-bag to hi 
Henry L. Di 

| 


customer, herty. It seems 


that Mr. Doherty had 
of having lunch served in his office, con- 
work while he snatched sus- 


‘ ‘ 
from the tray. This struck 


acquired the habit 


tinuing 
tenance 
Ernie as a most inefficient method, so he 
went out, purchased a horse’s nose bag 
and presented it to Henry with the ex- 
planation that by using the nose-bag 
s would be free to orders 
My own most interesting personal ex- 
perience with this lunatic type of humor 
had to do with Eddie Cross, at that time 
manager of the Fostoria bulb works. 
We bumped into Eddie when Mrs. Rae 
and I were about to have New Year’s 
Eve dinner in the Imperial, of which 
Frank Wiggin was then master of cere- 
nies. Mrs. Rae wore a quite beauti- 
ful mandarin coat After the usual 
amenities Eddie wandered away, but in 
a few minutes reappeared in the dining 
leading by either hand two of the 
inese baby girls I 
wearing a tiny 
mandarin coat. “You got one gal with 
mandarin coat,” he said to me solemnly. 
[ got two gals with mandarin coats.” 
And he led the two little tots away. 
Screwy’—lI’'ll say it was screwy. 
But the point is that out of the back 
strange spark of pop- 
eyed humor there developed a group of 


uu} 


room 





most charming C 


have ever seen, each 

















amp Men 


and Lighting 


men who jumped lamp business 300 per- 
cent in 10 years. You can’t take that 
away from them. 

* - ~ 

As the story came to me—and I am 
not putting it down as fact but only as 
the gossip current at the time—the turn- 
ing point of the lamp business came 
when F. S. Terry sold the output of his 
Sunbeam plant to Western Electric and 
sat down to enjoy life. The only trouble 
seems to have been that he was a poor 
sitter-down. He had an amazing imag- 
ination, high idealism and—of all things! 
—he was a bookkeeper. 

I'll have to tell you about that. When 
F. S. traveled overnight in those days 
he always took a section and insisted 
that his berth be made up just so. He 
spent uncounted hours explaining to 
Pullman porters exactly how he wanted 
the job done, and the dumb darkeys did 
it wrong four times out of five. So Mr. 
Terry wrote his instructions down care- 


fully in words of one syllable or less, 
had them set in type and printed, and 
thereafter gave these cards of instruc- 
tion to the lads of the whisk brush and 
the up-turned palm. 

And here’s another one: He applied 
regimentation to his shirts. By careful 
check and re-check he arrived at the de- 
cision that shirts of certain make and 
quality would stand just so many trips 
to the laundry, whereupon he issued a 
general order that all shirts should be 
consigned to the rag-bag after the al- 
lotted number of trips—and not before, 
nor after. The result was that he some- 
times wore shirts that were in tatters 
and sometimes gave away shirts that 
had a year’s life in them. 

3ut don’t think from this that F. S. 
Terry was any part of a fool. All men 
of genius have their quirks. 

* “ * 

But to get back to lamp business. 

Terry teamed up with B. G. Tremaine, 
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J. B. Crouse, H. A. Tremaine and J] 
Robert Crouse to organize a squad of 
small independent lamp companies. The 
idea was to stabilize prices and stand- 
ardize quality. The scheme worked. 

A central engineering department 
pretty well took care of the quality 
problem and they had a sort of Musso- 
lini empowered to sock the daylights out 
of price-cutters, which he did with vim 
and vigor. Thus the National Electric 
Lamp Association got going, and Nela 
Park was born. 

I call it a pretty good job. 

* * * 


Aligned with the early lamp crow: 
was one of the most interesting an 
amazing organizations ever assembled— 
the original Holophane Company. 

A dapper and highly polished littl 
gentleman of the name of Mygatt, ad 
dicted to living on the proper boulevar 
in Paris, consorting with impeccabl« 
people but otherwise nobody I woul 


Wa 
pai 
ne 
lef 


sal 


EL 






id J 
d of 
The 
‘and- 
1. 

ment 
ality 
1sso- 
s out 
vim 
ctric 
Nela 


rOwW( 
an 
ed— 


littl 
, ad 
vari 
cable 
roul: 








rsonally recommend, gets himself pos- 

ssed of the patents of an engineer 

France and a lighting expert 

{ Greece, touching on and appertain- 

to prismatic reflectors, and after 

iwhile this country was blessed with 
the Holophane Company. 

Out in Chicago at the time was a 
young man in the manufacturers’ agency 
racket, one Van Renseallear Lansingh 
—and if you want to know avhat that 
name means go up to Albany some day 
and ask the cop on the corner. Van is 
an engineer (Massachusetts Tech, I 
think) and this prismatic stuff shook 
his wishbone. He got the agency, sold 
barrels of the stuff and then more bar- 
rels, and pretty soon we find him down 
in Cortlandt Street, New York, as 
president of the Holophane Company. 

Then things began to happen in a 
hurry. Charley Howe was head sales- 
man of this gang of inspired idiots. 
Charley set up a lighting demonstration 
which Doc Luckiesh today couldn’t beat 
—and I say this assuring you that Matt 
and I are very close friends. Based 
upon this very sound foundation of 
Howe’s, we began to send out demon- 
strators and lecturers. 

What a gang that was! 

C. Walter Jones hopped up to New 
Haven one day and before he quit the 
town he had sold Holophane glassware 
to absolutely every store within the 
corporate limits. 

Our star performer was Albert Jack- 
son Marshal whose fine presence and 
wonderful voice could have got this 
writer the nomination for vice president. 

Then there was F. Laurent Godinez, 
crazier than a left-handed pitcher and 
almost as versatile as Leonardo De 
Vinci. 

For example, he was a good enough 
banjo player to make the big time on 
the vaudeville stage. He had a card 
index of four thousand tunes, and you 
could pull out any one of the four 
thousand cards and he would play the 
tune—and when I say he would play it 
I mean to say that he would play it like 
a true artist—none of your tinkle- 
tinkle stuff, but man-made music with 
the tenderness and authority of Pade- 
rewski at a Steinway. 

He also was something of an elec- 
trician and back in 1911 rigged a rheo- 
stat under the apron of his dining room 
table so that he could control the lights 
and serve each coure of a dinner under 
the foot-candle intensity which he con- 
ceived to be suitable for everything 
from canape to cheese. 

But it was as a lighting showman that 
Godinez really struck thirteen. He would 
come on the stage in black pants and 
shoes, an immaculate white doctor’s 
jacket and a head-mirror strapped to 
his brow. It was a swell make-up. The 
audience immediately believed that he 
Was a vision specialist, accepted his 
patter as words of profound wisdom. He 
never failed to click and the audience 
left the hall firmly convinced that the 
salvation of the human race depended 
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of a Series on This Romantic Business 
B. RAE, Jr. 











JOHN B. CROUSE 


The idea was to stabilize prices and standardize quality. 

















J. ROBERT CROUSE 


About the time when Nela 
Park was born 








VAN R. LANSINGH 


From manufacturers’ agent to 
president of Holophane 








A. JACKSON MARSHALL 


Star performer on the Holo- 
phane team 


upon the acceptance of the Holophane 
System of Illumination. 

After the show, Gody and I went out 
and had a drink. 

* * * 

It was along about here that the first 
book on industrial lighting was writ- 
ten—by your humble author. 

At that time industrial lighting con- 
sisted in carbon lamps on drop cords 
hung over the machines. The operatives 
would sometimes tie a paper bag to the 
lamp socket, cut off the bottom of the 
bag, and thus ease their eyes of glare. 
Came Henry D’Olier with a series of 
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F. LAURENT GODINEZ 


As a lighting showman he 
struck thirteen 


tin shades painted inside with aluminum, 
and that, I think, was the birth of in- 
dustrial lighting. But Henry was im- 
practical. He gave the world a great 
idea but didn’t know how to cash in on 
it, with the result that Lansingh bought 
it up at a sheriff’s sale and the next 
thing I knew he laid the assortment of 
junk in my lap and said, “We gotta do 
something about it.” 

So, collaborating with Ned Rowe, a 
young engineer on the Holophane staff, 
I wrote a book on industrial lighting. 
Ned didn’t know any more about it than 
I did—which was absolutely nothing— 





but we wrote a book, complete with 
graphs and tabulations, all of which were 
made up in Mouquin’s restaurant on 
Fulton Street. 

Crazy?—of course we were crazy. 
Columbus also was crazy. Anyone is 
crazy who sails over the horizon. But 
Ned and I did a little job for our in- 
dustry and of that we are a wee bit 
proud. 

However, this stuff was not all 
hokum. We were not trying to fool 
anybody, not even ourselves. Lacking 
scientific data and research facilities 
and having to find the whatwithwhich 
to pay the grocer on Saturday night— 
don’t forget that—we made some pretty 
shrewd guesses, offered up some very 
soulful prayers and bailed out hoping 
the chute would open. 

It did. 

* - ~ 

While all this stuff was going on 
there was a lad trouping the middle 
west with a circus, blaring sour notes 
from a sliphorn. The name is Dr. Mat- 
thew Luckiesh, B.S., M.S., E.E., D.Sc., 
D.E., holder of the gold medal of the 
Distinguished Service Foundation of 
Optometry, listed in “Who’s Who” and 
otherwise quite a guy. 

As a sliphorn blower Doc was pretty 
good, but one day he decided that there 
wasn’t much of a future in operating the 
stop-and-go trumpet on a circus band- 
wagon so he went to Purdue, got him- 
self a stainless steel education and with 
characteristic foresight attached himself 
to the research department of General 
Electric. Which leads us up to our 
point :— 

After fifteen years of delving in a re- 
search laboratory, ably assisted by 
Frank K. Moss, Luckiesh comes to the 
surface with a new concept of lighting 
which he called “the science of seeing.” 
Previously we had sold lumens and foot- 
candles and kilowatt-hours and fixtures 
and lighting glassware and bulbs—all of 
which were a pain in the neck to the 
fellow who had to pay the bill. Doc. 
turned the approach back end foremost 
and sold the result—not the junk on 
which the result depends. 

Let us suppose you got into an auto 
accident and woke up in a hospital with 
an M.D. leaning over you. “Now,” says 
he, “here are some bandages at 50 cents 
per roll with which we will tie you up, 
and plaster casts for your busted leg 
range from $2.00 to $7.00 and ether is 
now 60 cents a sniff.” Would that ap- 
proach appeal to you? Nor would it 
appeal to me. Yet that is precisely the 
wey we used to sell lighting until Luc- 
kiesh came along. He taught us to sell 
seeing—which is the result the public 
wants from lighting, just as getting 
well is the result the public wants from 
the medico. 

And, as he told me, Luckiesh got this 
idea while he was with the circus band, 
where, because he couldn’t see well 
enough to tell the difference, he found 
himself playing not only all the notes 
but all the fly-specks on the score. 
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LOVELL 





) 


ba 








Extracts Soiled Water 


HE LOVELL WRINGER performs four 
functions essential to the thorough cleansing 
of garments. It extracts soiled water with- 
out injury to fabric. It flushes out the tiny particles 
of loosened dirt. It flushes out the globules of un- 


dissolved soap. And it flushes lint off the surface. 
And This is Why the Lovell 
Wringer is Correctly Called 
a Pressure Cleanser 











The Lovell wringer saves time, energy, and money, 
too, because it reduces the number of rinses 


necessary to make clothes immaculately clean. 


The essential parts of the Lovell wringer are 


scientifically coordinated. Pressure is made easily 


* 


Flushes Out Soap 


Flushes Out Dirt Flushes Out Lint 
adjustable to allow for variations in types of fabric 
and thicknesses of garments. Pressure is balanced 
to insure thorough wringing of entire surface of 
garment. The resiliency of both rolls is uniform and 


correctly equalized between hardness and softness. 


These are the reasons why the Lovell wringer 
makes clothes cleaner and whiter. And these, 
too, are the reasons why Lovell wringers are 


preferred by washer buyers everywhere. 
LOVELL MANUFACTURING CO. ERIE, PA. 


A New Illustrated Booklet containing 
48 pages of helpful information on correct 
methods of laundering will be mailed free 
of charge to anybody employed in the manu- 


facture or sale of power-driven washers. 


.* ee 
a oo. eg 
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study reflects the fact that retail sales- 
men of the area are doing a good job 
but that much is desired from the 
standpoint of manufacture and dis- 
tributor function in building an 
awareness to the general need. The 
findings follow: 





APPEALS INFLUENCING PURCHASE 


MD. pi nit ween nea 57.8%, 
Family Affection ............. 4 
Pleasure and Hospitality...... 46.1 
Health Protection ........... 65.4 
Comfort and Convenience... .. 83.5 
Pride of Possession........... 21.8 
Cleanliness and Sanitation..... 78.2 
Social Distinction ............ 11.5 
hes nec cdg ekanenes 39.7 
SS ee 70.5 





Certain of these fundamental pur- 
chasing reasons, such as health pro- 
tection, reflect a lower understanding 
of the general contribution which 
electric refrigeration makes to the 
enrichment of homelife, than is the 
case nationally and the awareness to 
them seems lower. Pride of posses- 
sion and social distinction are two 
somewhat secretive but powerful 
factors and one never gets an accurate 
reading concerning them because of 
the unwillingness of the public to de- 
clare themselves truly. There seems 
to be a greater desire to select refrig- 
eration from the standpoint of social 
distinction in Milwaukee with its rat- 
ing of 11.5 per cent than nationally, 
with a rating of 9.5 per cent which 
might indicate the wisdom of appeal- 
ing more from that angle in this 
market. 





FACTORS INFLUENCING FINAL 
SELECTION 


EE Ee 67.6%, 
| a as 3.8 
CS ere 51.9 
a eee 65.0 
EE bcn ck scnewadinee nad < 68.9 
See 36.4 
Vital Differences ............. 14.5 
Self-financing Abilities ....... 15.6 
_ AAS ge ae rae 78 





This table is in amazing agreement 
with the national situation and shows 
that a real selling job has been done. 
For example, the national rating on 
mechanism is 57.1 per cent while that 
for Milwaukee is 67.6 per cent. 
Beauty is a little less appreciated in 
Milwaukee with a rating of 33.8 per 
cent against the national rating of 48 
per cent. The importance of the 
dealer and company standing is much 
lower than the national average, par- 
ticularly the latter, indicating that 
national manufacturers have neglected 
this market from the standpoint of 
advertising. 





SIZE OF MODEL OWNED 


Size Per Cent 
PT thc ne iS nae cabins 14 
ES SERRE oe eee 2.8 
PE Ee 8.3 
i es 41.6 
ESE ee AE 26.4 
EET ISSO Soe 16.7 
RS pea ie wart gee, a 28 





The above table indicates again that 
retail salesmen in the Milwaukee area 
have done a surprising selling job, 
compared to the nation, in that nearly 
55 per cent of those owned are above 
the 6 foot capacity which indicates a 
healthy “selling up” tendency. 

Perhaps because a good job is done 
in relation to larger size models (or 


GETTING FACTS 


and Putting Themto Work 





because there are more members per 
family in this German populated city) 
accounts for the fact that we find such 
satisfaction with the model owned. 
If buying again, 13 per cent would 
buy a larger model, 84 per cent would 
buy the same model, while only two 
per cent would buy a smaller model. 


COMPARATIVE BUYING 


The fact that Milwaukee home- 
makers are careful comparative buyers 
is reflected in the following table, 
which indicates that scarcely more 
than 25 per cent looked at less than 
2 makes before buying although the 
national average is 2.58 makes. This 
is perhaps another reason why retail 
salesmen have had to develop unusual 
selling efficiency. 





No. Makes Percentage 
a ere 4.5 
Rute’, sana ees 73 
EA, Ee 13.4 
) SP ys 
De cvewkeaeuemon 11.9 
De anes wate eee 11.9 
Sy ae 17.9 
Ok See eran 7.5 
BUYING INFLUENCES 
Presentation of Salesmen...... 15.5% 
Demonstration of Use-Values.. 38.0 
FOOT CF GHUUE, ccc csncccnccs 26, 
Testimony of Users........... 49.3 
Comparisons of Differences.... 40.8 
Estimates of Use Saving In- 
RR Ra eS EE 38.0 





Against the national average of 11.4 
trips to stores which owners declare 
as being saved through the electric 
refrigerator, Milwaukee average is 


9.83. 


PRICE PREFERENCE 


If buying again, Milwaukee owners 
would prefer to buy as follows: 





eee 2.8% 
100-120 ........... 5.6 
120-130 69 
 , eee 20.8 
ES 26.4 
- (=a 22.2 
_ a 42 
a . 83 
Over 250 ......: —————— 





This is again an amazing thing, 
seemingly a contradiction, in that less 
than 35 per cent, if buying again, 
would pay less than $150.00 which 
is above the average retail price in 
Milwaukee and, for that matter, 
throughout the nation. It indicates 
that an owner, after using an electric 
refrigerator has an appreciation of its 
value far above what she has when 
she first buys it. It is a problem in 
the electric refrigeration industry in 
making a prospect as conscious of this 
value as is the owner. There is really 
no cause for the decline in the average 
retail price and for all downward sell- 
ing tendencies, not only in Milwaukee 
but throughout the nation, other than 
the fact that the industry has not yet 
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learned how to dramatize the value to 
a prospect. Perhaps it indicates the 
need for more advertising of the gen- 
eral need. My personal conviction is 
that if manufacturers went back to 
the unselfish portrayal of the advant- 
ages of electric refrigeration, at what- 
ever small cost such national advertis- 
ing would require, they could save 
immensely by holding up the average 
retail price. 

There does not appear to be as 
great a tendency to “show off” in 
Milwaukee as throughout the country; 
89.6 per cent declared they invited 
acquaintances to see their new refrig- 
erator throughout the nation, and only 
78.6 per cent did so in Milwaukee. 
Only 14.5 per cent of Milwaukee 
owners declared that the new refrig- 
erator, made their other kitchen equip- 
ment seem old as compared, with 46.1 
per cent throughout the country. The 
influence of the new refrigerator in 
creating a desire for replacement of 
the old range in the kitchen is 26.3 
per cent, compared with 48.1 per cent 
throughout the country. There does, 
however, seem a greater percentage of 
electric range desire in Milwaukee, 
since 50.6 per cent declared their 
preference for it compared to 36.6 
per cent nationally. 

It is interesting to know that 77.3 
per cent of those interested in a new 
range would want it to match the 
style and design of the refrigerator, 
if possible. 

In Milwaukee the husband is not so 
much a factor as he is throughout the 
country at large, and has an import- 
ance in the purchasing decision of 
49.5 per cent, while the wife controls 
the purchase in 29.9 per cent of all 
cases. 

It is interesting to know that 79 
per cent of these owners declared the 
buying decision was reached in the 
home, while, from the dealer stand- 
point, they reported that 68 per cent 
of the volume originated from store 
sales; this indicates that many Mil- 
waukee merchants are suffering a 
penalty because of the continuance of 
too strong an emphasis upon store 
selling. This is particularly true of 
radio shops who are also electric 
refrigeration dealers, and is probably 
caused by the fact that the radio, being 
more or less an impulse item, naturally 
draws more store traffic than other 
appliances. 


ABILITY TO PAY 
FOR ITSELF 


One of the great secrets of the sales 
success of many electric appliances is 
that they create use savings which 
make them self financing. One of the 
merchandising problems is to make 
the prospect aware of this. The fact 
that this appeal of use-savings is im- 
portant in Milwaukee is shown in the 
following table in which owners are 
aware, from careful and economical 
use, of the ability of the following 


products to pay for themseives: 








6s os. ¢erbed waters 94.2%, 
Washer ..... a .. 750 
0 AE ey eee . ae 
Electric Range ........ : 25.0 
oO See eee coow Or 
a 32.2 





These electric refrigerator owners 
in Milwaukee show a 41.7 per cent 
interest in a complete electric kitchen, 
but 82.5 per cent would prefer to add 
other kitchen appliances gradually. 

A new opportunity is disclosed in 
the fact that 23.8 per cent would like 
to have some help in design and plan- 


ning of a completely modernized 
kitchen. 
Generally speaking, Milwaukee 


owners reflect a tendency for more 
intelligent and economical use of ap- 
pliances. They reveal that the retail 
salesman has registered a satisfactory 
impression. 

It is to be regretted that space does 
not permit a detailed interpretation of 
all points substantiated by this Mil- 
waukee market study. It has been 
distinctly helpful to the Electrical 
Refrigeration Bureau from the stand- 
point of organizing a better under- 
standing and _ associated policing 
activity to correct many of the evils 
which seem more apparent than in 
other cities. Generally speaking, 
causes for the low saturation are the 
great percentage of cash buying, 
chiseling methods which have become 
exaggerated, the conservative char- 
acter of the population, and the tend- 
ency for manufacturers to neglect 
Milwaukee markets from the stand- 
point of any reasonable allocation of 
advertising as compared with other 
cities of comparable size. Because of 
the low saturation, there is perhaps a 
greater market opportunity than in any 
other city in America. 

It can be clearly proved that outside 
of the associated activities which have 
already been inaugurated, there is the 
need in Milwaukee for the following: 


1. More refrigerator dealers—at 
least double the number now 
existing. 


2. The need for better merchants. 

3. The need for distributor sales- 
men to act more effectively as 
sales counsellors. 

4. The need for at least double the 
retail salesmen, even more than 
now exist. 

5. The continuance of an associated 
sales training activity for retail 
salesmen of the nature inaugur- 
ated in the Monday morning 
sales training breakfasts con- 
ducted under my care. 


This, then, is a crisp overall of the 
market conditions in Milwaukee, and 
have been produced by ELecrricaL 
MERCHANDISING as a helpful example 
of the benefits that can accrue by the 
inauguration of such research in the 
metropolitan areas of the country. It 
has definitely and spectacularly in- 
creased the performance of retail 
salesmen, improved merchant practice 
and accelerated volume and profits ,in 
this market within a 60-day period, 
and the momentum is just getting 
under full steam. We will be glad to 
offer advice to any responsible associa- 
tion in any other city on the conduct 
of a like study. 
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SEASONAL 
PROMOTIONS 























SPOT-LIGHT YOUR STORE FOR PROFIT WITH THIS NEW DRAMATIC DISPLAY 





The largest illuminated action window displays that have ever of beautiful 7-color art work six times a year. Center panel 6 feet 
been offered as a regular dealer service in ANY line of business. high and 3 feet wide. Side panels 4 feet high and 1', feet wide. 
Dominating in size, it flashes on — flashes off— you get a com- Just one of scores of outstanding selliag services that are available 
plete change of message on each poster—and a complete change to EASY dealers. 
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Pocket Sales Manual. 70-page pocket-size 
booklet in 2 colors. The complete EASY 
sales message. for you. 





Special offer material. This lingerie line, 
for instance, makes an exceptional free 
demonstration offer. How it brings them in! 


No dead merchandise when you buy EASY! For EASY 
selling-helps go out and interest prospects, bring them into 
your store, make it easier for you to sell them. No manu- 
facturer in the business offers as much in live, active mer- 
chandising support. Nothing cut and dried —an up-to-date 
package of hard-hitting advertising every month. 


EASY sales are booming way ahead of 1935. EASY dealers 
in 1936 are going places—high, wide and handsomely — 
with the most complete line of washers and ironers in 
the industry. 


Want to find out how? Write or wire now for the EASY 
proposition —ask to see the big Profit Book, “EASY Plans 
and Opportunities for 1936.” Maybe the franchise is open 
in your territory. 


EASY 
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Newspaper ads. Continuous service re- 
plete with proven ideas that create sales 





Inserts and folders. A wide selection of 
up-to-date attractive literature to tell your 
customers the EASY story. 


MORE MONEY FOR EASY p 








4-color handbills. Lots of space for your 
own name and address. Dramatic adver- 
tising on the whole EASY line. 








t—reliable Briggs 
oline motor as 
ent on 5 EASY 


rural sections 


We have i 
Stratton gas 
standard equipm 


models for use 1% 


where electricity 15 ™ 





ot available. 


Training folders. Step by step, they show 
your salesmen how to use sales-clinching 
EASY arguments that get the business. 


EALERS 





Model 4B —3-zone washing ac- 
tion with patented new TURBO- 
LATOR, 








Model 2DS — Combines patented 

SPIRALATOR washing action 

with exclusive EASY Damp-Dryer 
extractor, 





Model 61—One of a complete line 
of modern ironers designed and 
priced to meet any competition, 


WASHERS 


& IRONECRS 
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WHITING’S GREAT LINE FOR 1936 


HECK Whiting design and construction as high- 
spotted below. And remembering its price structure 
—aggressive merchandising program—record -breaking 
sales history—and proved profit possibilities—you will 
agree that the stage is all set for another spectacular 


Standard Domestic Model 


Capacities: 20 to 60 Ibs. of bituminous coal per hour 


Standard Commercial Model 


Capacities: (Refractory Setting) 60 to 150 Ibs. 
of bituminous coal per hour; (Dead-Plate 
Setting) 200 to 650 Ibs. per hour 


The Twin Model 


Built to Order Only. Capacities: 750 to 
1,250 Ibs. of coal per hour 


ame 
- y= = 


ait 1) ps 
Cae 
z at Sy 
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FAMOUS 


Whiting year. 


New 5-WAY HEAT CONTROL— The first time that (1) Transmission 
Feeding Speed (2) Air Supply (3) Frequency of Pilot-Fire Action 
(4) Length of Pilot Feeding Time (5) Heat Anticipation—have ever 
been successfully coordinated. There’s also one undivided respon- 
sibility for both stoker and control. Hermetically-sealed timer. 


DUAL-DRAFT BURNER— 
Pioneer in obtaining efficient com- 
bustion from lower-priced local 
bituminous coals. 


NEW “‘NOVERLOAD”’ MOTORS— capac- 


itor type with thermostatically, 
built-in Overload Protection. 


THE GAS ELIMINATOR— No need for 


air-tight hopper. 


Low HOPPER— with top only 25 
inches from floor. 


TAPERED COAL SCREW— to prevent 
‘‘arching”’ of coal. No agitator need- 
ed. Correct clearance between screw 
and hopper base for quiet, free pas- 
sage of fuel. Tube of heavy cast 
metal with smooth, uniform in- 
terior surface. 


IMPROVED 5-SPEED DRIVE— Time- 
proved Ratchet-Type Transmission. 
Coal feeding screw thrust taken by 
heavy ball bearing. All bearing sur- 
faces enlarged. Oil leaks prevented 


Completely enclosed dustproof control. Quieter. Longer-lived. 


by take-up type glands. Shearing 
Pin of key and groove design, mak- 
ing changing of pin a simple oper- 
ation without tools. The perma- 
nently placed Shearing Pin Sleeve 
of hardened nickel-chromium steel 
prevents burring edges and insures 
long life. 


AUTOMATIC LUBRICATION— One-spot 
oiling through self-leveling filler. 
Full splash system. No pump. 


BURNER BASE ASSEM&8LY— Com- 
pletely welded. Single unit from 
burner tube to gear case—requiring 
no cementing for installation. 
Flange and pilot joints prevent mis- 
alignment, which is a cause of over- 
load in gear case and motor. Pre- 
vents leakage of air or dust. 


FORCED-DRAFT SYSTEM— Cast alu- 
minum squirrel-cage fan, set in 
cast-aluminum housing for quiet 
operation. Free from leaks and 
rattles. 


WHITING STOKER 





Name 


City 





Address 


Underfeed Stoker Division, WHITING CORPORATION 
15606 Halsted St., Harvey, Ill. 


ns Oe eae Wee wea an Ae ener eA 


distributors in..... ; 
Send the facts regarding the Whiting Stoker 
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Appeals to 


Typical American 


All Eggs In One Basket 








Seymour T. Komie is a graduate of the 
Roosevelt Road school of merchandising. 


| pcciher in into the newspapers in- 

cessantly these days, in season 
and out, are the advertisements of 
the popular-priced installment furni- 
ture houses. Many a radio dealer 
peeps at the pages and asks himself 
sadly, “What have those guys got 
that I ain’t got?” 

Shake hands with Joe Doakes, our 
typical American family, if you want 
to get an eyeful of the latest turn in 
the wheels of economics, advises Sey- 
mour T. Komie, manager of the elec- 
trical appliance department of the 
Milwaukee Bloch-Daneman home 
furnishing stores. 

“A fellow running a retail business 
these days can learn quite a lot by 
studying modern economics,” says Mr. 
Komie. “He will: find that classes 
have shifted. A large percentage of 
the bottom group of society is out of 
a job. More and more of the upper 
middle class is now in the market for 
installment priced merchandise. This 
is what gives the advantage to our 
proposition.” 

The Doakes family, which is typi- 
cal, has three mouths to feed, is living 
on a weekly salary of anywhere from 
$20 to $25 a week, he says. If Joe 
Doakes wants to buy anything for 
the house he has to get it on an in- 
stallment basis. Suppose he wants to 
purchase five articles on time. If he 
shops around and buys these items in 


five different spots it means five down 
payments. Since he cannot pay less 
than a dollar a week, that means he 
would have to hand over at least $5 
a week. This is quite a hole in that 
$25 a week pay check. Consequently 
Joe Doakes likes to shop where he 
can buy several items on one down 
payment, $5 or less, and then run 
along and pay off at the rate of any- 
where from $2 to $3 weekly. 

“That is the reason for the sudden 
flare of interest on the part of furni- 
ture stores in electrical appliances 
these last two or three years,” de- 
clares Mr. Komie. “Furniture is a 
staple and the electrical appliances 
are hot items. What is more natural 
than for a furniture house to get 
them together in order to build a 
contract which is attractive to the 
typical customer ?” 

Slam-bang competition from de- 
partment stores for the installment 
selling has been another factor in 
hurrying the furniture house into the 
appliance field, Mr. Komie points out. 
A few years ago nobody fooled with 
the time payment plan except the 
popular priced furniture house, but 
today it is a situation of pull-devil- 
pull-baker. Only on no money down 
propositions has the furniture house 
anything that the department store 
lacks. That’s the reason for standard 
brands and well-known names mak- 
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That old contract, with everything 





furniture house an edge. 


ing their appearance in furniture out- 
lets. Never has the estate of private 
brand merchandise been so low in the 
30 years that Bloch-Daneman has 
been doing business as now. National 
priced merchandise is so reasonable, 
according to Mr. Komie, that it isn’t 
worthwhile to fool with private 
brands any more. The mere fact that 
merchandise is nationally advertised 
won't do the trick, he says. But na- 
tional advertising plus local promo- 
tion is a bell-ringer. 

Trade-ins today offer the best 
method of pulling in customers, ac- 
cording to Mr. Komie. Premiums are 
not as effective as they should be. 
With old radios cluttering up the 
market, Komie finds that a trade-in 
allowance of $10 on new purchases 
up to $75, $15 on new sets up to 
$125, and $20 on new sets listing 
at over that are the best figures to 
get action. 

“TI would like to point out that too 
long a trade-in is 
nothing more or 


less than a cut 
price,” he states. 
“It will mean 


nothing to the 
radio field if man- 
ufacturers main- 
tain list prices and 
don’t control the 
allowance for 
trade-ins.” 
Block-Dane- 
man repairs radio 
trade-ins and sells them at a regular 
mark-up. For example, aset for which 
they allowed $18 will sell for $29. 
Anywhere from $2 to $3 is spent on 
repairs. The used radio department is 
operated as a unit by itself and not 
as a means of stepping up customers. 
In the washing machine field, so 


The contract’s the clue 
to furniture house en- 
thusiasm for appliances, 


Milwaukee man declares 





the family needs bunched on it is giving the 
This is Max Miller with the contract. 


important has been the installment 
angle, as mentioned in the foregoing 
story, that Mr. Komie has been able 
to run the volume up five or six 
times what the house was doing when 
he came there three and one-half years 
ago. This has been accomplished with- 
out premiums, without washing pow- 
der or tubs. Nearly all of the house 
advertising has been on lower priced 
models. Nevertheless, on a checkup of 
washing machine business done last 
year sales stood this way: 
Percentage of 


Price of model business done 


50 3 per cent 
49.50 16 per cent 
59.50 
69.50 81 per cent 
79.50 


“The fact that we have been pro- 
tected in the line we push has played 
a greater part in building up our 
washing machine business than any- 
thing else,” said Mr. Komie. “When 
I came to the 
store three and 
one-half years ago 
I turned down a 
commitment of 
15 washing ma- 
chines a month. 
I didn’t want to 
get started on a 
promotion only to 
have other deal- 
ers cash in on 
our efforts. We 
worked on the 
basis of what we could create we 
could have, and it has sent volume up. 

Bloch-Daneman has been in Mil- 
waukee for 30 years and today has 
five stores in Milwaukee and one in 
Racine. Principal lines carried are 


RCA radio, Frigidaire, Hoover clean- 
ers and Speed Queen washers. 
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Mi feoenrd! 








WITH THE LINE THAT IS 
fying high 
WITH MORE DEMONSTRABLE 


EXTRA VALUE 
FEATURES 


/ 










Model “T” features won't sell modern 
motor cars! Design and features that 
moved washers and ironers in 1926 


won't capture the imagination of Mrs. 
1936! 


In its new washer and ironer line, 
Fairbanks-Morse gives you these 


ELEVEN sales features: 

® New “Big Six” Multi-Vane Hydro- 
tor washing action 
Illuminated tub 
Part time switch 


* 
. 
® New 6-zone washing 
©® New over-sized tubs 
® Quieter operation 


Lifetime sealed-in lubrication for 
motor and mechanism 
Massive safety wringer with one- 
ia . hand reset lever 
Built by ® New stream-lined designs— 
® Five electric and two gas engine 
FAIRBANKS, MORSE & CO. 


models; three ironers 


® Visible feature differences between 
models to justify each step upward 
in price 


Indianapolis, Ind. 


Try out THESE features on your display floor. They are visible 
extra value features that you can demonstrate and your prospect can 
understand. Fairbanks-Morse gives her more. Labor- 


F-M Washers and Ironers save more. They 


Time-saving ? 
saving? Money-saving? 


excel on every count. 


Neither you nor your prospect has ever before seen the value equal 
in a line of washers and ironers—every one built and guaranteed by a 
name everyone knows—Fairbanks-Morse. Send for complete details 
of the franchise. Address Fairbanks, Morse & Co., Home Appliance 


Division, 2060 Northwestern Ave., Indianapolis, Indiana. 


Tees ei 


Other F-M Products—Refrigerators, Radios, Automatic Coal Burners 
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Detroit Takes the 


lrRon SPOTLIGHT 


Series of Co-operative 
Campaigns on Small 
Appliance Starts in 
Motor Car City 


ETROIT, which saw less than 
$50 worth of appliance newspaper 
advertising in 1934 leaped to the lime- 
light this spring with a $10,000 co- 
operative iron campaign by Detroit Edi- 
son Co. in March, aided and abetted 
by four major manufacturers. Possibly 
5,000 irons were sold at an average of 
$5.95 and the 2,000 carry-over will be 
disposed of in spring cleaning months. 
“We moved about twenty at prices 
running from $5.50 to $6,” reported 
Colin Campbell of Campbell-Penfield, 
an electrical firm. “The business just 
dropped on us from the blue, and 
proves that co-operative campaigns 
will pull in customers.” 

This appliance drive is the first of a 
series of monthly campaigns to be put 
on by Detroit Edison Company, Mr. 
Campbell stated, featuring various 
items. 

“You can see the philosophy of 


hn 


2 


the Detroit Edison Company,” he said. 
“Twenty-one per cent of a utility’s 
load comes from small appliances, ac- 
cording to E.E.I. figures. Down in 


Kansas City the power company has 
run eight pages of rotogravure adver- 
tising of small appliances at a shot, 
equally 


and other cities have been 
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Copy on the Hix 


"Strange as it seems” 


wes 


run as well as other ads shown on this page 


Timely, tactful and encourag 
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mented COLIN CAMPBELL 


aggressive. Detroit Edison wanted 
more load—what better could be done 
than boost the second best load pro- 
ducer in the business? 

“There is a change coming in the 
dealer picture which makes coopera- 
tive effort particular timely. In the 
recent past dealers have simply been 
selling terms under the FHA. In 
Detroit alone some 250 new dealers 
mushroomed up. Today this is over 
and the FHA has four men in town 
investigating sour appliance sales. Na- 
turally the number of new dealers has 
been declining. 

“The veteran dealers are not keen 
for selling on a 36 month basis at 6%, 
with recourse. As a result the market 
is again switching from one of terms 
to one of selling. The formation of 
the Better Retailers Appliance League 
is a conscious expression of the fact 
that times are changing. Realizing 
that morning glory outfits who sold 
terms alone would soon fade, the whole 
move by Detroit Edison was one of 
smart trimming.” 

According to a distributor, Detroit 
is 98 per cent saturated with irons. 
Which means nothing since one out 
of every three families buys a new 
iron every year. The idea is good for 
any town, he says. 

Copy for the campaign was modeled 
on the Hix “Strange as it seems” style 
and Detroit newspapers tied in about 
$1,500 worth of space from Sunbeam, 
Proctor, American Beauty, General 
Electric and Westinghouse, 

The proposition offered $1 for old 
irons on a trade-in basis and 90 per 
cent of the space featured $6.95 models 
or better. Handbills were delivered to 
460,000 meters by readers and the De- 
troit Edison’s new dealer contact de- 
partment aided dealers in setting up 
window trims. 

Fully 80 per cent of the sales were 
for cash, Detroit Edison not having 
any method of putting dealer orders on 
electric bills for time payments. 





ELECTRICAL MERCHANDISING — JULY, 









































ATLANTIC CITY, N. J., 32,706 PIPES 
(W orld’s largest organ) 





PHILADELPHIA, PA., 30,000 PIPES 
(W orld’s next largest organ) 


JACK, THIS BOOK 
SAYS THE WORLD'S 
BIGGEST PIPE ORGAN 
OI IN EUROPE 






















THAT'S WRONG. THE 
BIGGEST PIPE ORGAN 
IS IN SALT LAKE CITY... 
OR IS IT...? 





But it’s no puzzle to name the world’s 


Biggest Magee’ 


ITH a weekly circulation of nearly 

6,000,000 .. . double that of any other 
magazine ... The American Weekly digs 
right into the richest buying areas and pro- 
duces a steady sales volume that yields top 
speed and profits for the every-day necessities 
and luxuries of life you retailers expect to 
move fast. 


68% of all families live in the 624 counties 
where The American Weekly concentrates. 
In these counties, 81% of all retail sales are 
made. In them are located a// of the nation’s 
| cities of 10,000 population and over, in most 
| of which The 
American Weekly 
goes into from | 
out of 5 - 1 out 
of every 2 homes. 
This is the twice- 









The 
AMERICAN 
WEEKLY 


Greatest 
Circulation 
in the World 





—— 


rr 





NEAREST 
COMPETITOR 
CIRCULATION CIRCULATION 


**The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 


as-big circulation support that manufac- 
turers who advertise in The American 
Weekly use to multiply your sales. 


What The American Weekly is 


The American Weekly is the largest maga- 
zine in the world. It is distributed through 
the 17 great Hearst Sunday Newspapers. In 
627 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 

In each of 174 cities, it reaches better 

than one out of every two families 

In 144 more cities, 40 to 50% of the 

families 

In an additional 134 cities, 30 to 40% 

In another 175 cities, 20 to 30% 

. and, in addition, more than 2,000,000 
families in thousands of other communities, 
large and small, regularly buy and read 
The American Weekly. 


THEAMERICAN 
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DOMETOP | BATTERY DISPLAY 


SAFETY SEAL 
Prevents Short Circuits 






Sells More 
Mono-cells 
BATTERY 


‘TTERY Send for Yours NOW! 


OND Mono-cells | high with fresh, new, high-power Bond Mono-cells, this modern “basket” mer- 
give brilliant, 

steady light—longer. 

Recuperate their 

power promptly 





chandising display keeps customers shelling out for cells! Set it right out on your 
counter to attract flashlight users—customers who have come in for other vacation needs. 
No need to remind YOU how effectively the basket idea WORKS! You know. And in this 


whee net tn use. Eu new Bond display you have it at its best. Bright pleasing colors—a pleasant reminder—the 
clusive DOME TOP price—and the merchandise ready to hand. Customers get the vacation “‘flash”—like it. Dis- 
safety seal prevents play holds plenty of Mono-cells, still takes only 844 x 11 inch space. Get this timely sales 


short-circuits. Bond 
quality satisfies cus- 
tomers—brings them 
back for MORE. BOND ELECTRIC CORPORATION + NEW HAVEN, CONN. 


Thonres a Bond Battery for Every Battery Vleed 
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booster NOW—set it up and see how customers go for it. It’s FREE with your order for only 
48 Bond Mono-cells—with or without Flashlights. Order through your wholesaler TODAY. 











There's a bar for over- 
heated salesmen. 





Allthe 
comforts of storekeeping 
are enjoyed by 
Electrical Dealer 
Jack Talbott 
of Guthrie, Oklahoma 





















LTS TRUE 


Here Are The Pictures 


By Tom F. Blackburn 


1A AANAAAAAAR 


Believe it or not, washing machines are being sold in the next room. 


Dear Boss: 

There are plenty of people, I know, 
who come into your office and rest 
their chins on the back on your chair 
like an umbrella and tell you how to 
run magazines. But why should they 
ever help you run your business when 
there is a fellow in the world like 
Jack Talbott is a mystery to me. It 
would be such fun to help him. 

The morning your correspondent 
drove into the town of Guthrie, Okla- 
homa — a brisk town of 9,582 where 
people talk like Will Rogers — there 
was a nip in the air and sunshine 
golden as treacle. 

“Where’s Mr. Talbott?” I asked 
at the store. 

“’e’s gone ‘unting,” supplied a gen- 
tleman who sounded slightly English. 

“Ah, what kind of prospects is he 


and the salesmen’s tongues hang out 
like neckties. 

However, life is not all beer and 
skittles at Talbott’s, notwithstanding 
the way in which so many advantages 
there floored your correspondent. 
When Jack Talbott quite being a 
traveling man and opened a store in 
Guthrie in 1928, he started out with 
sporting goods. A pool hall lent itself 
to this setup and soon there was a bar 
and light lunch. Then Charles Doug- 
las, who had sold refrigerators, came 
to him in 1930 and suggested that the 
house handle some Gibson refriger- 
ators. These moved, so in 1931 Magic 
Chef ranges were added. In 1932 
Atwater Kent came on the scene, and 
in 1932 Electrolux refrigerators ap- 
peared. The year 1934 saw ABC 


washers. By this time the tail was 


c working on these brisk mornings?” I wagging the dog and since women 
remarked. hated coming into a pool hall and bar- 

“Quail, and he’s closing every sale room to look at a washing machine, 

with his shot gun,” my informant last year Jack Talbott shot the works 

S replied. and opened up his new store with a 
Well, about 2 p.m. Mr. Talbott $5,000 stock. Some 25 ranges, 100 re- 

- came roaring in, all merry as a wed-_ frigerators and 150° radios were sold 
ding bell. He had shot his limit of by the firm in 1935, 40 per cent of 

. quail. That week he was opening a_ them being cash deals. The house has 
new store and baskets of flowers still two service men and a couple of out- 

s stood around from distributors. And side salesmen. Whether the drinks 
what a business Jack Talbott has! So were on the house whenever a deal is 

y far as is known, he is the only elec- closed by the salesman, your corres- 
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Jack Talbott shoots his limit of quail. 


trical dealer in captivity who can go 
in the back room and shoot himself a 
game of pool—called ‘snooker’ for 
legal reasons in Oklahoma. After pol- 
ishing off two or three of the boys, he 
can come bustling out to the bar and 
whet his whistle with something on 
the house. Yes, there is a real bar 
right in front of the washing machines 


pondent was too sleepy by that time 
to find out. 

Boss, send your kibitizers down to 
Guthrie to help Jack Talbott direct 
his business. They will have a lot 
more fun around a place like his than 
sticking around your sanctum. 

Best regards 

Kansas Tom BLACKBURN 
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A € \ 
ine Bibibalye Deaton 


MERCHANDISE 
si 
aun ee 
OLLAND 


1 Efecirie 
ARM WASHE 


DPERATED BY TWO ORDINAR 
5-VOLT STORAGE BATTERIES 


























READ THIS ANNOUNCEMENT 
een ae oe NOW APPEARING IN 


dusk 
To HOL LAND-RIEG ER, Inc., Sancus 


gona, FREE, Full Info ei Sea | LEADING FARM PAPERS! 


5S 
FARM WASHERS. “varger. 

































Gas-Engine Ba 
Combination 6 and 12 
volt 200 watt gas engine 
ste . franchises still open. 
Suro and WASH ING es om — 





E BATTERIES™ Desiers, Distributors — 21505 or wire 


operates 
provides po! 
, ote. 








MACHIN 
watt electric lights 
er for saws, 5¢ 
tional off 


For sensational 












EVERY UNWIRED HOME I$ A PROSPECT! 
EVERY FARM HOME h 

JUST IMAGINE! ELECTRIC Farm Washer rt poten 

just like a ‘‘city’’ washer! Powerline current is not necessary! Only 


two ordinary 6-volt batteries connected in series are needed to 
operate the HOLLAND 12-volt FARM WASHER. 








The ad shown above appears in the August issue of “Capper’s Farmer” and 













begins a campaign in leading farm papers that will reach nearly 7 million farmers Thousands of farmers already own the new gas-engine battery 
this fall! There'll be THOUSANDS of inquiries for our authorized distributors and chargers for use with farm radios and small light plants. For those 
dealers 3enerous tie-up material is available, including a full newspaper-size who do not, there’s an appealing SPECIAL DEAL on a genuine 
broadside in color for distrik utor and dealer mailing. Don’t delay! Mail the Pioneer Gas Engine Battery Charger — it saves $20 for the pur- 
coupon oa Ow W for full jetails. We will need some one to handle farmers’ chaser and gives the distributor and dealer an ADDED profit 

at once! Think of the sales possibilities!) EVERY UNWIRED FARM HOME 


IS A “HOT PROSPECT ” 


ONLY ELE TRIC WE DF RED HOM 







WIRE, PHONE, WRITE or To HOLLAND FARM WASHERS 
MAIL COUPON at Once! RUSH FULL INFORMATION QUICK! 


VALUABLE FRANCHISES BEING PLACED NAME 


ADDRESS 
IF DEALER, PLEASE NOTE NAME OF YOUR JOBBER IN MARGIN 





WHILE THIS AD IS BEING WRITTEN! 
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As WASHER MEN Knit Brows 


Marshal Field's Favorite Golf Course is Scene of 1936 Gathering 


Photos by TOM F. BLACKBURN 





Here we have Mr. 
Ed. Oehlers of 
Briggs and Stratton 
letting go a blast at 
a tiny defenseless 


golf ball 








That is all, my friends,” says Editor Les Moffatt, beating a “Gesundheit,” say Art Peters, Dean Geer, advertising repre 
retreat from the speaker's platform as Joe Bohnen, and sentative of Barlow-Seelig, Walter K. Voss of Voss Bros. 


President Frantz, look on and Walter J. Conlon, of the Conlon Corp., Chicaa 

















How Fred Upton of 
1900 Corporation 
St. Joseph, Michi- 
yan looks when 
smiting a golf bal 











What President J. C. Nelson of Easy Horton headliners fill this table—(Left to right) E. A. 
Washer Corp. eats; | slice meat Jordan, sales manager, and Joseph C. Lewis, general 
loaf, | roll, dab of salad and two manager, Horton Mfq. Co. The coatiess gentieman is 









date of cole claw Ollie Earl, of Mullins Mfg. Co. of Salem, Ohio. 








One thousandth 
second view of Car 








naz vs 


™ melz of Lever 
W. Neil Gallagher of Auto- z “ ws Cambridac — 
ros. mor i 
matic starts dc wn the chow Pb Study in what people eat. R. D. Hunt of Dexter Com- 
ne. 














pany (left) believes in a full dinner plate while E. N. 
Hurley, Jr., and Joe Bohnen of the American Washing 
Machine Manufacturers Association toy with dessert. 





Scott Long, of Briggs & Stratton, giving fraternity hand 


shake to dour Lou Nielson, advertising manager of May in the shade of an old oPP"e tree sits H. C. = ecuaak Wiese te > we : Pat hae “ . 
son. 06 Sid Mellead of Mallend Riser fa. Sentuse. Obie Ne son f Bliss & Laughlin, E. S. Patch, Mc p- epesteellape + ogy al ; # beg wee age > 
ooks on and chortles raine Products Co. Dayton and A. H. Peters B ee ee oa 7 rags Ps y ty Air Po rh 
manaaer American lroning Machine Ce ] } anade Sale § Oivis >| $ 
Algonquin, Ill. 
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STAINLESS 
STEEL 
PROTECTION 






CooLamnd SAFE 
BY THE EXCLUSIVE NESCO 
DOUBLE SHELL INSULATION 


Multiply by ten the price 
of regular steel — the 
result equals the cost of 
Stainless Steel used in 
the Nesco Roastmaster. 





This is only one of many 
proofs of quality — proofs of the claim that the 
Nesco Roastmaster is the finest roaster that money 
and engineering skill and experience can build. 


It's the only Roaster made with insulated cover... 
the only Roaster that has Stainless Steel protection 
— protection against rusting and tarnishing from 
food acids and cooking salts .. . It's approved by 
Good Housekeeping Institute for its Beauty, Effic- 
iency, Economy — its ability to Roast, Bake or Cook 
food of incomparable deliciousness. Roastmaster is 
the reigning favorite of the modern household. 


Let us tell you about some unusual sales 
and profit opportunities in promotion. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Offices: 270E NORTH TWELFTH STREET, MILWAUKEE, WISCONSIN 


Factories and Branches: 


MILWAUKEE NEW YORK — BALTIMORE — PHILADELPHIA — GRANITE CITY, ILL. 


CHICAGO 
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Rental Plan Gives Business 
Quick “Swot in tHe Arm” 








HARVEY JETMORE 


poked a “for rent” sign 
under Olathe noses. 


HEN Harvey A. Jetmore 
threw open the doors of the 
Olathe Appliance Company 


April 1, 1935, he had some acquain- 
tanceship in that Kansas town of 
3,356 souls as an automobile man, 
but nobody knew him as an electrical 
dealer. He was known as a boy who 
had been graduated from Kansas Uni- 
versity in 1924, but the local citizenry 
had no habit of dealing with him. 

So—o—o, to quote Ed Wynn, Mr. 
Jetmore wanted to get people in his 
store and get business going quickly. 
Washer renting held the answer. 
Bursting out in the town’s local news- 
papers he informed Olathe that one 
could rent a washer for 60c a week 
($2.60 a month) without other obli- 
gation. He figured that by taking 
$49.95 ABC washers, and marking 
them up to the $54.50 price and add- 
ing $7.45 interest this rental plan 
would pay out in two years, giving 
him 25% gross interest. He would 
be making $12.45 interest on each 
machine. 

With his salesmen, Mr. Jetmore 
made this deal; the men placing a 
washing machine on a rental basis got 
$1 commission at the time of sale. He 
got 10% of $49.50 when $10 had 
been paid in by the customer. In case 
of reverts the salesman got one-third 
of what had been paid. Within five 
months the Olathe Appliance Com- 
pany had sixty washing machines out 
on a rental basis. 

The catch to continuing such a plan 
indefinitely was the tie-up of capital it 
involved for such a young firm. Sixty 
machines took about $1800 in money. 
The idea had been a success as it 
brought people into the new store and 
gave the firm contact with a large 
number of Olathe residents. However, 
once the ball was rolling Mr. Jetmore 
made his second move, to get the cus- 
tomers on a sale basis. It was accom- 
plished by calling on those who had 
used the machine long enough to be 
satisfied and explaining that it would 


Kansas dealer then 
switches customers 


to sales contract 


be possible for them to save $2.40 
interest by taking the machine on a 
contract rather than on a rental basis. 
Payments were to be $3.00 a month. 
Forty of the customers immediately 
saw the light and were perfectly will- 
ing to make the switch. Twenty of 
them desired to carry on their renting 
and were permitted to do so. How- 
ever, once the contracts were put on a 
finance basis through the local bank 
Mr. Jetmore had recovered most of 
his money and had done the trick that 
he set out to do. In the whole deal 
only five machines came back on a 
rental plan and of these four were 
with people who moved from the 
neighborhood. 

After getting the ball rolling on 
washing machines the Olathe Appli- 
ance Company rounded out the year 
by moving 30 refrigerators and 50 
radios. In the radio business, 15 of the 
50 had trade-ins and Mr. Jetmore 
was face to face with the problem of 
figuring out a deal that would permit 
the house to retain some profit. He 
realized that trade-ins had to be sold 
to come out on top and agreed on the 
basis by which 50 per cent of the 
profit went to the store, 30 per cent 
to the salesman, and 20 per cent for 
an extra allowance. In this way the 
salesman was put in the position 
where he shared the loss or the profit 
of disposing of old radio. 

This plan was extended to price 
cutting. If a salesman for example 
makes a $100 sale his commission is 
$12, if he cuts the price $10 his com- 
mission falls to $7.00. In this fashion 
the salesmen are permitted to cut 
prices to get business, but they also 
realize that they are cutting their own 
profit. At no time is any cut allowed 
to nick the store’s 25% cost of doing 
business, Mr. Jetmore points out. 

The store handles One Minute, 
ABC and Norge ironers; Norge, GE 
and Electrolux refrigerators; Perfec- 
tion and Coleman oil stoves; and 
Westinghouse cleaners. 
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COMBUSTIONEER’S AUTOMATIC 


If you want the low-down on the big 
profits, get all the facts about the most 
sensational achievement in coal burning 
history. It’s the Automatic Respirator, 
which measures with uncanny accuracy 
the fourteen tons of air for each ton of 
coal burned in Combustioneer’s Breath- 
ing Fuel Bed. It’sthe demonstrableanswer 
to Combustioneer’s amazing economy. But 
it's just one dramatic answer to Com- 
bustioneer’s sales leadership. 

You hear a lot of loose talk about sales 
features. But remember this—Combus- 
tioneer has everything—the proved Engi- 
neering—Research— Manufacturing and 
Testing facilities of a pioneer maker. 
What’s more, Combustioneer—and Com- 
bustioneer only—has the Automatic 


Respirator and Breathing Fuel Bed—the 

greatest coal saving features ever invented. 

And Combustioneer has dynamic sales 

plans to match the unchallenged super- 

iority of its exclusive sales-making fea- 

tures. We are telling you—and we are 
* 


RESPIRATOR IS THE GREATEST 
ENGINEERING ACHIEVEMENT SINCE THE ADVENT OF MECHANICAL FIRING 


talking facts—Combustioneer has what 
it takes to get you faster sales and bigger 
profits. Write today for proof to Com- 
bustioneer, Division of The Steel 
Products Engineering Company, Spring- 
field, Ohio. 


* 


This shows the Combustioneer 
Automatic Respirator. The air 
intake is normally enclosed in 
a louvered cover. In the other 
pictures, the cover is removed. 


When Combustioneer is idle, 
and for a few moments after it 
starts, the Respirator kceps 
the air intake closed. This pre- 
vents blowing out fine particles. 


As the fire gains headway, in- 
creasing amounts of oxygenare 
needed to support combustion. 
So the Automatic Respirator 
gradually opens the air intake. 


With each little variation in 
chimney draft and rate of burn- 
ing, the Respirator controls 
the air intake, opening it fully 
when maximum air is needed. 


WITH THE AUTOMATIC RESPIRATOR 
* 
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The Too-Expert Expert 


\ housewife of our acquaintance was being 
“Why 


we asked, well knowing that 


solicited to purchase an electric range. 
don’t you buy it?” 
she had the money and was keenly interested. To 
which she replied, “They tell me too much.” 

It would be well for electrical merchants and 
their salesmen to realize that the human brain is 
very similar to a bucket. It holds only a certain 
amount, and when you pour in more than the 
container accommodates the excess slops out and 
results in confusion, doubt and fear. 

rhe electric range is a very simple contrivance 
You snap a switch and pretty soon you have 
delectable hot groceries. Why make a mystery of 
that? The hausfrau does not need a cum laudum 
from Purdue to fry an egg or bake bread elec- 
trically. It is simply a matter of applying heat to 
the raw victuals 

We honestly believe that a great many thousand 
electric ranges could be sold today to old- 
fashioned housewives if the too-expert experts 
would talk more about the miracles of the kitchen 
and less about the miracles of the research labora- 
tory. The housewife knows what a skillet is and 
what it is for, but a technical explanation of a 
calroid unit leaves her dazed—and unsold. 


More Than One 
Kind of Safety 


It was old Chief Devery, most efficient, pic- 
turesque and prosperous of New York’s police 
heads, who once said that “An arc light is as 
good as a cop”. 

In all our talk about highway safety light- 
ing, let us not forget this observation of the 
Mick who was shrewd enough to rise from 
pavement-pounder to one of the world’s great 
incarcerators of crooks. For when Bill arrested 
‘em they stayed arrested: when he told a sus- 
pect to spill it, the filth was spilled. His 
methods caused nervous old ladies to suffer 
attacks of the vapours, but, as he said, if a 
crook couldn't outspeed a cop he deserved to be 
caught, and what happened to him after that 
was his problem. Chief Devery was a very 
solid man indeed. 

That a guy as tough and rough as Devery 
should evaluate a sputtery old arc lamp as equal 
to a trim Irishman with a nightstick, seems to 
us to have a very great significance upon this 
business of safety on the highways. 

The highways are not, unfortunately, the ex- 
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clusive property of the law-abiding. They are 
the getaway routes of bandits and trigger-babies 
and hijackers and joyriding public enemies. They 
are also the pursuit trails of various bouncing 
and bewildered minions of the law who often 
have vague ideas of destination, route and the 
temperamental motive power which so often cata- 
pults them through Stygian blackness from a 
pinochle game at headquarters to a damned cold 
slab in the morgue. 

If main highways were properly lighted, crim- 
inals would avoid them because, after that kind 
of a job of work is done the doer has a very 
pressing yen to become inconspicuous. And also, 
if highways were properly lighted the efficiency 
of police cars and motorcycles would be prac- 
tically doubled. The old drag-net alibi, “He 
trun off ‘is rear light an’ I lost ’im in th’ fog”, 
would be about as effective as that other famous 
one, “I ’ad about six bottles o’ pretty good ale”. 

Well, the occasion of these more or less in- 
consequential comments is to recall to your mem- 
ory the fact that it is not the exclusive business 
of highway lighting to aid law-abiding motorists 
in the laudworthy business of not knocking each 
other into Kingdom Come, but part of its busi- 
ness is to do something of a policing job as well. 
Light handicaps the criminal and aids the police. 
In evaluating the cost and return upon highway 
lighting, let us not lose sight of this very im- 
portant point. 








SErreRres 











To the Editor: 


The following letter has been sent to the ad- 
vertising managers of some of the leading elec- 
tric refrigeration manufacturers: 

I have been reading electric refrigeration ad- 
vertisements. 

They are good in selling the merits of each 
make of refrigerator. And the same style of copy 
is used in local communities. 

But, with increasingly aggressive competition 
from the gas and ice industries, who is going to 
keep the public sold on electric refrigeration it- 
self? We've got to keep present users sold so they 
can aid us in spreading the gospel; and we've got 
to sell present prospects, also the new group of 
buyers coming on the market constantly. 

Yes, there are a few communities, like Kansas 
City, where thousands of dollars have been spent 
in cooperative advertising, selling nothing but 
electric refrigeration itself. And the results have 
justified the efforts. 

But that’s only scratching the surface nation- 
ally. So, why can’t all communities have aid from 
manufacturer’s advertisements? Why can’t you 
folks agree on a common policy, perhaps along 
the following line? 

Find the most attractive feature of electric 
refrigeration—the one with the greatest public 
appeal. If there isn’t one, then use several. Then 
in all your national ads, insert a box which will 
carry this one feature—or the several features, 
one at a time. Make this box stand out so it is 
certain to be read. Wrigley spread chewing gum 
all over our eyesight and thus he not only domi- 
nated that industry, but got millions to chew. 

What is the greatest appeal on behalf of elec- 
tric refrigeration? Is there only one? If so, 
couldn’t it be the fact that it automatically, with- 
out fuss or bother, maintains, year in and year 
out, the scientifically correct temperature for 
proper food preservation. 

Anyway, you get the idea—and it’s simply an 
idea that I’m trying to put over—an idea that 
needs common action and common understanding 
on the part of all manufacturers of electric 
refrigerators. 


G. W. Weston, 
Secretary-Manager, Electrical and 
Radio Association of Kansas City, 

Kansas City, Mo. 




















“He's getting in shape for 
that tree-sitting contest.” 
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EARS AGO General Electric introduced the first 

refrigerator with a sealed mechanism and pre- 
dicted that eventually all electric refrigerators would 
have sealed units. Other manufacturers are now 
adopting this type of unit, recognizing a fact that 
General Electric has proved. But, no other cold mak- 
ing mechanism has a record that even approaches 
that of the General Electric Thrift-Unit for depend- 
able performance at low cost . . . proved by experience. 











Every minute of every day somebody buys a General 

Electric Refrigerator with the famous Thrift-Unit. 

Every walk of life is represented among G-E pur- 

chasers... bankers and bookkeepers, senators and G - t T | e : FT. U N ; T 
laborers, yachtsmen and firemen ...all are buying Sealed-in-Steel Since 1927 
General Electric Thrift-Unit Refrigerators. General The only refrigerator mechanism with forced-feed lubrication 
Blectric Company, Appliance and Merchandise and oil cooling, exclusive features that mean quieter opera- 


tion, longer life and lower operating cost. 


Dept., Section DE7, Nela Park, Cleveland, Ohio. Research keeps General Electric years ahead! 
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SH inounciiig OPitctrs 


NEW LOW PRICED 


LNT - Me) Nile Niinve 


fot the 
HOME 


OIL BURNERS 


BOILER BURNER UNIT 


AIR CONDITIONING 


UNITS ( 


FTER eight years of mak- 
ing and installing 
tom-built” air conditioning sys- 
tems for America’s most pala- 
tial homes, as well as actual 
palaces abroad, Willis H. Car- 
rier; on the 25th Anniversary* 
of his establishment of the art 
of air conditioning; announces 
a new complete line of auto- 
matic heating and air condi- 
tioning equipment for the mod- 
erately priced home. 

Although this new line of 
Carrier equipment is an inno- 
vation in design and applica- 
tion, it is built to the same high 
standards of engineering and 
will deliver the same depend. 


““cus- 


* Willis H. Carrier in 


small. 


1911 founded the new 
industry of air conditioning and has since de- 
signed and installed thousands of winter and 


summer air conditioning installations—large and 


WINTER AND 
YEAR ‘ROUND 


able performance as the pres- 
ent Carrier Home Weather- 
maker Systems (rarely priced 
under $2500). Mass production 
makes it available, completely 
installed, at a new, low price. 

In promoting this new equip- 
ment, Carrier offers the sup- 
port of its sales staff and field 
engineers, its advertising and 
sales promotion campaign, and 
the use of the premier name in 
air conditioning. 

Inquire about Carrier Resi- 
dential Air Conditioning fran- 
chise for your territory. 





(OIL 
GAS) 





Shelley Electric 


Co., Wichita, 
pays prospects to 
sort themselves 


into groups 


F. L. Green, sales supervisor, Shelley Electric Co., Wichita 


N one of his stories, O. Henry 

makes the remark that the quiet 
of the home was constantly broken 
by the crash of falling china. Appar- 
ently J. W. Jenner of the Shelley 
Electric Company, Wichita, Kansas, 
knew of these constant household ac- 
cidents, when he capitalized upon 
them. What gets busted must be re- 
placed, he reasoned, and so worked 
out a little premium deal for the 
store, 

In short, to the housewife who 
would come across and tell what she 
wants and what she owns in the way 
of electrical appliances, the Shelley 
Electric Company, offered some 
dishes. While these dishes were im- 
portant looking, the actual cost of 
each premium was 20c, much less 
than the cost of a solicitation. 

Students from Friends University 
and Fairmount College were glad to 
put in their spare time dropping these 
cards in letter boxes and passing them 
out to housewives in person. Some- 


times the canvasser, who worked on 
a hourly basis, was able to get an 
interview right then and there. Other- 
wise, after the card was dropped in 
the box and when the women came 
into the store with their answers it 
was put together. Out of a thousand 
cards distributed, some 200 women 
came in for china. 

In all, some 400 contacts were 
made with Wichita women and the 
data which appears in the box below 
was gathered. 

Salesmen for the store work on a 
straight commission basis and use their 
own cars. The idea was to give them 
as many concentrated leads as pos- 
sible through these cards. 

The store sells Hamilton-Beach 
products, Telechron clocks, Meadows 
washing machines, Toastmaster and 
the Westinghouse line, and has been 
in operation for about 15 years. On 
recent sales, 10 per cent have been in 
cash and about 50 per cent have been 
going through FHA. 





180 
200 


Washing machines 


Refrigerators 92 want electric refrigerators 
111 own electric refrigerators 
Electric mixers 69 want electric mixers 
8 own electric mixers 
Ironers 25 are interested in ironers 


4 own electric ironers 
don’t own or want washers 
own washers 





SEND COUPON FOR DETAILS AT ONCE. 





7 —_——e es 8 ee sn i a | 
j Carrier Engineering Corp., i 
, 850 Frelinghuysen Ave., Newark, N. J.: 1 
| Send me complete informaton on the new line of Carrier equipment. ] 
l Name l 
| PUTT OTCCETT CTT OO TE CO ECCT eer CET ET eee I 
1 
I Address ee skates bok cn aes «ai 
mE SS (2 
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Radio 


Electric ranges 


Vacuum cleaners 





20 
20 
380 
6 
194 


22 
300 
78 


are interested in washers 
want radio 

own radio 

want electric ranges 

either don’t own or are not 
interested in electric ranges 
want vacuum cleaners 

own cleaners 

either don’t own or are unin- 
terested in cleaners 
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WHEN DEALERS SAW GRUNOW’S 
Sensational 1937 Line 


HE landslide to Grunow has started. And in refrigeration Grunow’s “plus” is 

Again Grunow is leading with that the amazing exclusive vacuum Circulation 
“plus” in its merchandise that builds bigger that makes it possible to use CARRENE, 
volume and faster profits! the super-safe refrigerant. 


In radio this “plus” is TELEDIAL—the Already newspapers all over America 
amazing new fool-proof automatic tuning. have opened the Grunow drive for radio 
The first practical device of its kind! The leadership with smashing ads on TEL- 
first improvement in years customers can EDIAL. Prospects everywhere are going 
look at—understand—play with and dem- to see and test this amazing new develop- 
onstrate to themselves. The hottest floor- mentthat bringsa new thrill in radio! They'll 
traffic builder you’ve had in years. Other be running to you if you get on the band 
features galore, only second to TELEDIAL wagon now. Write or wire so you can have 
in selling power! a floor sample to cash in on this sensation! 


SAFETY YOU CAN DEMONSTRATE 





Grunow alone 
of the 32 refrig- 
erator manulac- 
turers stresses 
safety! And be- 
cause of its 
utter safety 
yt gn All-Wave Radio for 1937 
give you a home 
demonstrator 





» 
GENERAL HOUSEHOLD UTILITIES CO. 


model—the only 
manufacturer 
who supplies 








you this vital 
eating old. which CHICAGO, ILLINOIS MARION, INDIANA 
makes ice Dbetore 
the prospect's Manufacturers of Grunow Super-Safe Carrene 
eyes—shows the 
whole cycle of 





Refrigerator « Grunow Household Radios 
Grunow Automobile Radios 





electric refriger- 
ation 
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FB. CONNELLY COMPANY 


Northweat Distributors re1emons 














| GENERAL HOUSEHOLD UTILITIES CO. | 
2652 North Pulaski Road, Chicago, III. 


Send me the full facts about the new TELEDIAL I 
| and put me in touch with the nearest Grunow dis- 


tributor today. 

| eT Tere TT Pere | 
| 

| SN ik Kiana nese Rei eee et eee ranean | 
ees uc Soa iatta alae rer I 


ciideninianamnnaannieil 
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WihratelWalkes ca Good Broiler? 


(2% Proctor Suggests: Look for 
ee, a ALL SIX Engineering 


So. Essentials! 


© 
© 
© 
© 
5 


© 


Engineered from the First as a ALL-PURPOSE Cooker.. 


p R O 4 | © R MERCHANDISING EXPERTS APPLAUD 


ROA S Tor 'G RILL € THESE PROCTOR FEATURES 


Grille in Lid @ Lift or Tilt Lid e 
Extra Heat Insulation @ Single 
Knob. Temperature Control and 
Off-switch @¢ Glow-Cone Signal 
Light ¢ Higher Wattage e Ample 
Sized Bakelite Handles e Faster 
Cooking, Lighter Weight Mirro 
Aluminum Insert Pans 
Lift Separately or Together e 
Drip-Back Rim on Insert Pan 
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CONVENTION TIME 


Fairbanks 


really is. 





& Gathright. 


Mrs. Faith Richards, supervisor home laundry laboratory, 
and Guy Flaig of Appliances, Inc., Cincinnati, give the 
washer a "going over". Incidentally Mrs. Richards gave 
the boys a practical demonstration of how easy washing 





In a huddle are H. K. Solomon of Harbison & 
Gathright, Louisville, C. L. Parris, Windcharger 
Corp., Sioux City, R. Frankovich of Brown-Lynch- 
Scott Co., Canton, Ill., and E. T. Stier of Harbison 


Mortimore Frankel, assistant 

general manager, takes a bit 

of time from the guests to 
face the camera. 


Morse at 


Parker H. Ericksen, radio sales manager and W. B. 

Davis of W. B. Davis Electric Supply Co., Memphis, 

do some talking about the new line between 
sessions. 





H. A. Glasser, refrigeration 
sales division of Bruno-New 
York, Inc., and inventor of the 
Fairbanks-Morse Conservador 
stands alongside one. 


ndtanapotts 





From a distance, Ardath Garnich of E. Garnich & Sons 
Hardware Co., Ashland, Wis., and Carl H. Markel, Logan- 
Gregg Hardware Co., Pittsburgh, take a look at the 


radio line. 





C. Creamer and Jim Hall of the Ridge Motor & 

Machinery Co., Dubuque, lowa, were getting some 

washer selling tips from Mr. Decker, sales manager 
of the home laundry equipment department. 





F. A. Wiebe, Brown Supply Co., St. 
Louis (back to camera, had the “floor” 
when this was snapped. H. H. Hansen, 
Geo. Eberhard Co., San Francisco, and 
Irving Watson, Watson & Wilson Co., 
Los Angeles, are sure alistenin’. 








On hand to get the facts were some of 

the boys of the Motor Parts Co., Phila- 

delphia. Around the table are D. H. 

Best, Wm. Vogdes, John Marden, H. A. 
Doull and Carl Wilkening. 








General Household Utilities 





Grunow's salesmanager, H. J. Shartle 
(center) sems to have just heard a bit 
of good news from H. J. Beckenstein, 
Charleston (W. Va.) Electrical Supply 
Co. E. Macke, western division salesman, 
left, also appreciated the “news”. 


Phil Sheridan of the Crook Furniture 
Co., Wichita, Kan., reaches for an olive 
while talking with Kenneth Connally of 
F. B. Connally Co., Seattle. H. B. McCall 
of Southwest Distributing Co., Wichita, 
and A. Siebert are at Sheridan's left. 





With ears cocked, George W. Walker, 
V. J. Miller and Peter J. Nordby, listen 
to some words of wisdom floating across 
the luncheon table, Mr. Walker of De- 
troit styled the Grunow line. Miller and 
Nordby are cabinet producers. 


During luncheon, A. G. Messick of the 

Executive Committee, leans over to say 

something to President William C. Gru- 

now. J. J. Davin, sales promotion :ran- 

ager, looks up from his cocktail to listen 
to a suggestion. 


at (01 1CAZO 





While “desserting", Tod Reed, advertis- 

ing manager, and L. A. Passow of his 

department exchange remarks with an 
adjoining table. 





Above are Louis Kaplan, Miss Cummins 
of Grunow, Moe Kreisel, Shapiro Dis- 
tributing, Washington, D. C., H. D. 
McRae, eastern sales for Grunow, Jack 
Newmark of Nassau, Miss Swanson of 
Grunow and H. W. Faulstitch of Gru- 
now. Kelly Kaplan of Nassau is behind. 
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EAS SELL ;. SUMMER 


\\MOTORING) @egm| BOATING? 











SOLID COPPER 
| Toke en Fae 1 








The Rotomatic Silverchrome The Ray-O-Vac Copperlite 
Flashlight Retails at $1.25 Flashlight Retails for $1 


Deal includes Free Dis- \ Deal includes Colorful 
play above, 6 Rotomatic \ Display, 6 Copperlites, 
Flashlights, 48 Rey-O- 48 Ray-O- Vac Long- 
Vac Long-Life Cells-- Life Cells -- Costs you 
Costs you $7.40--Sells /j $6.40 --Sells for $9.60 
for $11.10--Profit $3.70 “a --Profit $3.20 


Batteries and Flashlights 
RAY-0-VAC COMPANY 


Easwerly a" iohaenald COMPANY 
MADISON - WISCONSIN 
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G-E 


MEN Doscuss 
37 fadio Drive 


P. B. Zimmerman, general sales 
manager, specialty appliance de- 
partment, G-E. 


E. H. “Ernie” Vogel, sales man- 


Ralph Cordiner, manager, radio 
ager, radio division. 


division, G-E, had charge of the 


session, 


Some candid camera shots of dis- 
tributors meeting at Bridgeport 


Photos by LAURENCE WRAY 


C. E. Wilson, G-E vice president in charge of all appliance opera- 
tions, looks over the ge with T. K. Quinn, president, Maxon, 
Inc., advertising counsel. 


Harrison Reynolds, N. E. manager 

of Pioneer Gen-O-Motor, was on 

hand to explain rural market 
possibilities. 


J. W. Mclver, manager sales pro- 

motion and advertising, G-E ap- 

pliances, had two comely assist- A. €. 

ants (to say nothing of Charley 

Wandres) help him deliver sales 
message. 


“Larry” Moore, man- 

ager traffic appliance 

sales, G-E Supply 
Corp. 


Pierce, in 
depart- 
opera- 


W.R.G."Doc” Baker, 
in charge of G-E radio 
manufacturing, engi- 
neering. 


charge of 
ment store 
tions for G-E 


P. F. “Perry” Hadlock, commercial engineer, G-E radio 
and |. J. “lke” Kaar, designing engineer, G-E radio, at 
the distributor's meeting. 


Bill Kaiser, appliance sales manager, G-E Supply Corp.. 
Boston and R. W. "Ray" Turnbull, manager of the G-E 
heating devices sales division. 
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R. L. "Ray" Hanks, appliance sales manager, G-E Supply 
Corp., Hartford and E. N. Sampson, radio sales division, 
Bridgeport. 


D. C. “Dave” Spooner, manager, Home laundry equip- 
ment sales division, G-E. 


Jim Ramsey, G-E district appliance sales manager at 

Buffalo, N. Y., in complete agreement with Jimmy 

Hughes, appliances sales manager, Langdon & Hughes 
Electric, Utica. 


Lee Williams, appliance sales manager, G-E Supply 
Corp., Newark, N. J. and W. Hayes Clark, radio sales 
manager, G-E Supply Corp., Bridgeport, Conn. 
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Copyright, 1936, The American Magazine, New York, N. Y. 
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merican 


THE CROWELL PUBLISHING COMPANY...coLtLiErR’s 
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APACITY—can the consumer use the product? CAPITAL—can he pay for it? 
CHARACTER—will he pay for itP The three great C’s that sum up a customer’s 
worth — whether he lives on the hill or across the tracks. 28 Retail Credit Bureaus have 
just completed a 3C test of The American Magazine Diamond Market audience. Verdict: 
“Far above average!” (Details on request.) No wonder it pays manufacturers to adver- 
tise in The American Magazine— pays dealers to push the merchandise so advertised! 





















THE DIAMOND MARKET 


Profitable for Advertisers 
Profitable for Retailers 
The American Magazine Audience is like a dia- 


mond in shape and value. Extending from top to 
bottom of the national income triangle, it is wide 





HIGH 
INCOMES 


in the middle where sales are greatest; tapers at the 
top where there are fewer people; tapers at the 
bottom where there is a decreasing market for 
most nationally advertised products. A profitable 
market throughout — a concentrated market of those 
who buy freely, pay promptly. 























AMERICAN 

ONC. WARNED 

nn DIAMOND 
MARKET 











3 
a a fs ] nh ec Largest 25c General Magazine in the World 
Average Circulation More Than 2,100,000 
WOMAN’S HOME COMPANION, THE AMERICAN MAGAZINE, THE COUNTRY HOME 
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Swing 


into line with 


(Premier - 





Vere Going Places! 


A new and up-to-the-minute 
promotional plan is all set 

. ready to give you a hand 
into the profit-making class 







It’s new! It’s complete! It’s big! And...it’s a real sales-getter! 


E’RE talking about Premier's latest mer- 

chandising drive—the “ PREMIER DEALER 
PROFIT SHARING PLAN” —that is going to 
help every approved Premier dealer make more 
money from now on. 

There's force ...drive... punch in it! It’s going 
to wake up people who need vacuum cleaners 
and shake them into buying vacuum cleaners. It’s 
going right out into your market and tell your 
customers about Premier, make them want Premier 


..and come to you for Premier! 


A COMPLETE PROGRAM 


And why wouldn't it? Here’s the program! Sus- 
tained, forceful advertising in the biggest women’s 
magazines in America. Magazines your custom- 
ers read. Magazines that influence them to dbxy. 
Planned and systematic newspaper campaigns... 
geared from start to finish to just one end—to 
help you sell more Premiers. Striking, new win- 
. contests . .. booklets . . 


dow displays. . . mailing 


pieces envelope stuffers. You can’t name it 


PREMIER DIVISION, Electric Vacuum 
PAGE 34 


but what we've got it in this latest of all Premief 
promotional plans. 

And it’s all right in back of every approved 
Premier dealer. 

Ride along with us... get aboard a band- 
wagon that can’t fail to mean more profits for 
you! Write us for a copy of the “Premier Dealer 
Profit Sharing Plan.” With it, we'll send you full 
details on a Premier Franchise and information 
as to how you can establish your store as Premier 
Sales and Service Headquarters in your locality. 
Again we say: “Swing into line with Premier . 
we're going places.” 


And—you can go with us. 











Now — the Premier 37 floor 
model and the new Premier 136 


hand cleaner sold $3 995 


in combination at 


Two motor-driven brush cleaners for 





the price of one. 








Cleaner Co., Inc., CLEVELAND, OHIO 
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Premier makes a complete line 
of time-tested vacuum cleaners 


FROM $14.95 up 





Left, NEW PREMIER 37... an out- 
standing value forthe“ price”’ buyer. 
It’s a full size model that combines 
a wealth of features. Every inch a 
PREMIER ...and offered at the 
lowest price in Premier history. 


Right, NEW PREMIER 47... with 
SEARCH-LITE ...a lower priced 
model with dozens of features 
usually found only in the highest 
priced cleaners. 





NEW STREAMLINE PREMIER DUPLEX 
model 8 with SEARCH-LITE and 
2-SPEED MOTOR... for those 
whopreferthebestfor their money. 





PREMIER PIC-UP, model 136. 
Something new ...something dif- 
ferent...somethin you will want 
to know more » bay A Motor- 
paren brush hand cleaner with 
earing motor and brush. 
Gives the same cleaning action as 
Premier Duplex, the standard of 
vacuum cleaner excellence. 





, model 34... 
another outstanding value for the 
“price” buyer. It’s the up-to-date 
substitute for those seldom used, 
old-fashioned vacuum cleaner 
attachments. 


PREMIER SPIC-SPA 
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Electrical Merchandising Review of the Month 


July | 1/936 








Announce New Merchandising 
Pian for Premier Cleaners 


CLEVELAND, O. — The _ Electric 
Vacuum Cleaner Co., Inc., manufac- 
turers of Premier cleaners, have just 
announced a new merchandising plan 
for their western and southern terri- 
tories. This plan, a complette reversal 
of the previous retail set-up, is based 
on wholeale selling through electrical 
dealers, and department stores. The 
plan is called the “Premier Dealer 
Profit-Sharing Plan” and was orig- 
inated by W. F. Conley, newly- 
appointed manager of the advertising 
and sales promotion department. Mr. 
Conley was previously with the Gen- 
eral Electric Company where he spent 
some eight years in the engineering 
and sales promotion end of the Re- 
frigeration Department. 

The new Premier plan consists of 
planned literature, direct mail, window 
displays, newspaper advertising and 
extensive sales training for dealer 
salesmen. Dealer sales contests and 
prizes will also be arranged. The new 
plan was inaugurated at a dealer meet- 
ing in Cleveland, June 18. All dealers 
expressed enthusiasm and as a direct 
result of the meeting, most of them 


signed up as authorized Premier 
dealers. 
Complete follow-through of all 


dealer sales contests and the new plan 
will be handled by Sam K. Wood, 
wholesale manager of the Electric 
Vacuum Cleaner Company. It is the 
intention of the company to not only 
organize an extensive list of select 
dealers but to make and keep each 
dealer productive in the sale of clean- 





Royal School Days 











Thirty-five pupils of Sussex School, 
Shaker Heights, Ohio, were guests 
of The P. A. Geier Company re- 
cently in a tour through the Royal 
factory to see how vacuum cleaners 
are made. After being escorted 
through the factory, the children 
were given refreshments. 





ers. As a special attraction to the 
trade, the Premier Company is an- 
nouncing the Premier “Pic-Up,” a 
motor-driven brush hand vacuum 
cleaner which will be merchandized 
only through wholesale outlets. This 
cleaner will be sold at retail for $14.95. 








W. F. Conley, SS sales promotion manager of the Electric 


Vacuum Cleaner Co., Inc., 


remier) got a big hand from these Cleveland 


dealers when he announced Premier's new dealer profit-sharing plan inaugur- 


ated at the meeting. 
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3,992 VACUUM CLEANERS SOLD 
IN PHILADELPHIA CAMPAIGN 


Average Retail Price $43.72 


PHILADELPHIA—With 72% satu- 
ration of the electric cleaner market in 
the Philadelphia territory, The Electrical 
Association of Philadelphia closed on May 
lst a month’s campaign on this appliance 
that has far surpassed any similar pro- 
motional activity ever undertaken locally 
on this commodity. 

The campaign, which continued through- 
out the month of April resulted in the 
sale of 3,992 new 1936 floor model elec- 
tric cleaners at an average retail price 
of $43.72 each, representing approximately 
$175,000 worth of electric cleaner business 
at retail value. This record compares 
with totals of 1,310 sales, 2,374 sales and 
2,870 sales secured as a result of similar 
activities conducted in the years 1933, 
1934 and 1935, respectively. 

Seventeen manufacturer and distributor 
members of the Association, including the 
utility company, representing nine dif- 
ferent makes of electric cleaners cooper- 
ated with the Association in the promotion 
of this campaign. Two of these dis- 
tributors, with direct selling organizations 
and selling electric cleaners exclusively, 
received 25% of the total sales, while 14 
distributors selling other electrical appli- 
ances along with electric cleaners, and 
depending entirely on the retail dealer as 
a sales medium, received 72%; the utility 
company received 3% as its share of the 
total, 

Promotion of the campaign was built 
around a premium in the form of a com- 
bination table-pin-it-up type lamp, entirely 
new in design and principle. This lamp, 
complete with combination base, shade, 
diffusing globe and cord, was given by 
the Association in connection with each 
sale of an electric cleaner made by co- 
operating manufacturers and distributors 
through their dealers or salesmen during 
the campaign period. 

The premium offer was limited to sales 
of new 1936 floor model electric cleaners, 
having a minimum retail value of $29.50. 

The campaign was set up and organized 
on the basis of a quota of 2,600 sales. 
The results secured, therefore, are very 
gratifying when comparing the total of 
3,992 sales received with the totals of 
1,310, 2,274 and 2,870 which were realized 
from similar activities in the three pre- 
ceding years. The following makes of 
electric cleaners were represented in the 
campaign : 

Apex, Eureka, General Electric, Hamil- 
ton-Beech, Kenmore, Premier, Royal, 
Universal, Westinghouse. 

“The high degree of success of this 
campaign, resulting largely from the care- 
ful planning and the loyal cooperation of 











Huddle 














Imhoff, merchandise 
manager for Westinghouse, goes into 
a huddle with F. H. Myers, air con- 
ditioning sales manager, at a confer- 
ence in East Springfield where the 
new hermetically-sealed condensing 
unit was shown. 


Roscoe 


all participants, conclusively proves to 
us that a properly planned electric cleaner 
campaign despite the high saturation of 
the market, can still be made a profitable 
activity,” said George R. Conover, Man- 
aging Director of The Electrical Associa- 
tion. 





Leonard "Old-timers" 
Basis for Campaign 


DETROIT—Based on 55 years of ex- 
perience, the Leonard Refrigerator Com- 
pany, whose anniversary is in May this 
year, has launched a promotion campaign 
directed to the housewives of America. 
The plan grew out of a celebration held 
in Grand Rapids recently in honor of 60 
long-term employees whose individual 
records ranged from 20 to 45 years. Of 
the 60 men feted, five hold records of 
more than 33 years service. 


To the group whose active service 
periods were more than 25 years, en- 
graved gold watches were awarded by 
George W. Mason, president of the 
Leonard Refrigerator Company. 
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Utility 





Commercial 


M en 


Snapped 


at 


EEI Convention 


in St. Louts 











Ed. Graham and R. N. Haskell of Bangor, 
Company watch with 
Hall M. Henry of Utility Management Corp. 
while Art Ward of the same company performs 


Maine's Hydro-Electric 


a trick. 





oe 


Frank A. Coffin, 


Paul Downing, vice sales Father & Son at St. Louis’ EE! convention: Charles L. Harold, general sales agent, Brook- 

president of the Pa manager of Milwau- James E. Davidson, president of the Nebraska lyn Edison Company, enjoys a laugh with 

cific Gas & Electric kee's Electric Ry. & Power Company and John S. Davidson. Charles E. Michel, vice president of the Union 

Company, San Fran- Light Company. Electric Light & Power Company, St. Louis. 
cisco. 





B. F. Weadock, vice president and 

director of EEIl, found another 

white-suiter in Jack Owens, presi- 

dent of the Oklahoma Gas & Elec- 
tric Company. 





Harold F. Smiddy, Ebasco Serv- 

ices, Inc., New York, waiting for 

Art Ward of Associated Gas to 
answer a keen question. 








< 


L. A. Magraw, president of Central Illinois 
P. S. Company, Springfield, stops with L. E 
Brown, 
Company, Peoria, and Walter Sammis, Com- 
monwealth & Southern Corp., New York City. 


general supt., Central Illinois Light 





Kinsey M. Robinson, 
president of the 


Idaho Power Com- 
pany, carried off the 
Coffin Award. 





Schenectady Celebrates 


50 Years Electrical Progress 
SCHENECTADY the 


commerce,, Schnectady’s 
Half Century of Electrical Progress was 
elebrated in that city June 12 and 13 to 
the establishment of the 
electrical industry there by Thomas Alva 
Edison. It was just fifty years ago on 
June 14, which this year fell on Sunday, 
that Edison took title to two abandoned 
shops of the McQueen Locomotive Com- 
location for the Edison 
Machine Works, thus laying the founda- 
tion for a local industry which later de- 
veloped into the present General Electric 
Company and thus starting Schenectady 

its path to fame as the world capital 
of electrical progress 


Sponsored by 
local chamber of 


commemorate 


pany as a new 


lo business and industrial leaders from 


all sections of the country attending the 
festivities, the outstanding event of the 
two-day celebration was a formal dinner 

Friday evening for more than 500 in 
vited guests at which the chief speakers 


vere Owen D. Young, chairman of the 


G board rect Dr. George R 

unn, New York state public service 

( ! 4. Edison, son of 

am nd W. S. Barstow 

I m | , president of the 
as Ed I latic 
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Southern California Dealers 
in Big Refrigeration Drive 


LOS ANGELES—The Southern Cali- 
fornia Edison Company on May 14 in- 
augurated its third annual dealer co-opera- 
tive electric refrigerator sales campaign, 
with more than 500 dealers and their 
salesmen taking part in plans expected 
by the company to develop a new peak in 


electric refrigerator sales in Southern and | 


Central California during the 


months. 
day 


summer 


sales program were presented the 


| dealers and their sales forces at a series 
| of breakfast and dinner meetings directed 


by the Edison Company merchandise sales 
staff. S. F. Worswick, widely known as 
a sales counsellor, addressed each of the 
meetings 


Announcement was made by the com- 
pany at the meetings that 300 salesmen 
who lead the field for their respective 
territories during the campaign will be 
rewarded with a week-end boat trip down 
the Lower California coast. The trip, 
by chartered the week-end of 
July 10-12, is expected to rival the com- 
pany’s San Diego Exposition boat trip of 


steamer 


last summer as a campaign interest stimu 
lator 


The plans for the augmented 60- | 


The current campaign is backed by an 
advertising program utilizing newspaper 
and magazine space, radio, outdoor adver- 
tising, window display and a direct mail 
broadside designed for dealer use. News- 
paper advertising, in 171 daily and weekly 
papers, stresses the all-electric kitchen 
theme, with campaign emphasis on the 
electric refrigerator. All of the com- 
pany’s advertising directs attention to 
dealers’ stores, completely localizing the 
benefits from use of space in the local 
newspapers. 


j 


Frigidaire to Merchandise 
Replacement{Parts 


DAYTON, OHIO—Widening of its 
national service facilities to the extent that 
refrigeration service dealers now may ob- 
tain Frigidaire manufactured replacement 


| parts was announced today by Frigidaire 


Corporation through Virgil A. Hetzel, in- 
stallation and service manager. 
Following a trend developed in the auto- 
motive industry, Frigidaire will actively 
merchandise replacement parts through its 
national distributing organization to the 


| thousands of refrigeration service dealers, 


many of whom were trained in the Frigi- 
daire business. 

















The Women Take A Hand 


The Women's Exposition of Arts and 
Industries held a showing at Grand Cen- 
tral Palace in New York City recently 
and these three shots show how large 
a part electrical appliances played in 
the exhibit. Six champion women cooks 
from all over the country vied for honors 
in a special contest. They are shown 
here in a “too many cooks” posture. 
In the left picture Mrs. M. E. Smith is 
shown preparing a dish on an electric 
range. Consolidated Edison of New 
York contributed an exhibit part of 
which is shown here: a dining room for 
limited quarters. 
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o BUDGET PL 


The new C. |. T. 6% Budget Plan now’ welcome the extension of the C. I. T. 6% 
covers all sales financingneeds of house- Budget Plan to the household appliance 


hold appliance dealers. One plan and field. It will help you close many sales 
one chart serve for all approved prod- quickly that might otherwise drag on 


ucts. Furthermore, you can now offer and be lost. 


your customers a combination Budget 
Plan sale of any two or more accept- 
able appliances in one contract. 


Millions of people have had first-hand 
experience with C. |. T. in the course of its 
28 years of service. Use this confidence 


This Plan fills the gap left by the with- to help build up your sales. Feature 
drawal of FHA. Your prospects who were __ the C. |. T. Budget Plan as a convenient 


considering a purchase under FHA will way to buy. 












































-~ 


(he new 


Call the nearest C. |. T. Office today 


Abilene ~- Akron ~- Albany - Altoona 
Amarillo — Asheville — Atlanta - Augusta 
Bokersfield — Baltimore — Bangor Bay Shore 
Beaumont ~ Beckley ~ Billings — Binghamton 
Birmingham ~ Boise — Boston ~ Bridgeport 
Bronx ~ Brooklyn — Buffalo — Butte - Camden 
Cape Girardeay - Carbondale ~- Cedar 
Rapids—Charleston—Charlotte-Chattanooga 
Chicago-Cincinnati-Clarksburg—Cleveland 
Columbia — Columbus~— Cumberland - Dallas 
Dayton ~ Denver ~ Des Moines — Detroit 
El Paso ~ Erie ~ Evansville — Florence 
Fort Wayne- Fort Worth-Fresno~ Glens Falls 
Greensboro ~ Greenville — Hagerstown 
Harrisburg - Hartford— Hempstead —Hickory 
Houston ~ Huntington, W. Va.— Indianapolis 
Jacksonville ~ Jamaica - Jamestown 
Jersey City — Johnson City — Kansas City 
Knoxville — Lexington — Lincoln — Little Rock 
Los Angeles—Lovisville~-McAllen—Manchester 
Memphis~— Miami Milwaukee ~ Minneapolis 
Mobile-Montg y-Montpelier—Mt.Vernon 
Nashville - Newark —-Newburgh- New Haven 
New Orleans ~- New York - Norfolk 
Oklahoma City - Omaha ~- Orlando 
Paducah ~ Paterson — Peoria — Perth Amboy 
Phoenix ~ Philadelphia~—Pittsburgh 
Portland, Me. — Portland, Ore. — Portsmouth 
Poughkeepsie — Providence — Raleigh 
Reading - Reno ~ Richmond, Ind. 
Richmond, Va. ~ Roanoke ~ Rochester 
Rome, Ga.-Sacramento- St. Lovis—Salisbury 
Salt Lake City — San Antonio — San Diego 
SanFrancisco-San Jose-Savannah-Scranton 
Seattle-Spartanburg-Spokane~Springfield, 
Mass.~Springfield, Ohio—Stockton—Syracuse 
Tampa ~ Toledo — Tucson ~ Tulsa ~ Utica 
Washington ~ Watertown ~ Wheeling 
White Plains — Wichita — Wilkes-Barre 
Wilson - Yakima — Youngstown ~ Zanesville 



















showrooms. Get copies 
and of the C. I. T. 6% 


C. |. T. office. 


C. |. T. CORPORATION * NEW: YORK * CHICAGO * SAN FRANCISCO 
A UNIT OF COMMERCIAL INVESTMENT TRUST CORPORATION 
a * * CAPITAL AND SURPLUS MORE THAN $100,000,000 


ee HELPING DEALERS TO WIDEN THE SCOPE OF THEIR BUSINESS 


Dealers everywhere are using this 


display sign in their windows and 


Chart No. 7165 from the nearest 


of this sign 
Budget Plan 
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WATER 
HEATERS 


Vv 


ROOM 
COOLERS 


Vv 


DISH 
WASHERS 


Vv 


IRONING 
MACHINES 


Vv 


ELECTRIC 
WASHERS 


Vv 


COMMERCIAL 
REFRIGERATION 


Vv 


AIR 
CONDITIONING 


AUTOMATIC 
HEATING 


V 


RADIOS 


Vv 


VACUUM 
CLEANERS 


and others 





BOND ELECTRIC HAS 
VACATION SPECIAL 


Promotes Battery Sales 


NEW HAVEN, CT.—To help dealers 
cash in on that big outdoor and vacation 
business now getting under way, the 
Bond Electric Corporation of New Haven 
announces the Bond Mono-cell Vacation 
Special—first in a series of new Bond 
merchandising programs. 

A unique type of counter display fea- 
tures the theme “and don’t forget fresh 
Bond Mono-cells for your flashlight,” 
effectively reminding folks who are plan- 
ning motor trips, excursions, cruises, va- 
cations, etc. of the real necessity of hav- 
ing fresh Bond Batteries in their flash- 
lights. 

This display utilizes the basket idea, 
entirely new in battery merchandising. 
Filled to the brim with fresh mono-cells, 
the handsome basket container, litho- 
| graphed in striking colors, literally shouts 
for attention. The capacity of the basket 
is 48 Mono-cells and of course it may be 


repeatedly refilled, as fast as the merchan- 
dise moves. 
tl l t Mh Kl G-E Takes '37 Radio 


Line on Tour 


Y 0 U R T R A D E K N 0 W S A R M C 0 | N G 0 T | R 0 N BRIDGEPORT—Following the initial 


presentation of the new G-E “Focused 
Tone” radio line to Eastern G-E distribu- 








Wise old heads or smart youngsters, it makes no difference — your custo- _ tors and G-E district representatives 
sail iil tit neo Th thn ad ee | fA I I which took place at Bridgeport, Conn., 
mers and prospective customers Know the solid worth of ARMCO Ingot Iron. on June 4, the G-E Radio Division con- 


ducted a nation-wide series of meetings, 
June 5-20, to present the sets to distribu- 
| tors and their salesmen in each G-E sales 
district. 
The new line embraces a wide range of 
aoe metal-tube table and console models, and 
PORCELAIN , . all sets are equipped for the reception of 
eee both domestic and foreign programs. 
ENAMEI Se i | Outstanding among the new features of 
— the line are a Colorama dial, a color 
tuning control, an automatic frequency 
control and a silent tuning control. 
The G-E radio tour was composed of 
two groups of radio sales and sales pro- 
motion representatives headed by R. J. 
Cordiner, manager of the G-E Radio 
Division, and E. H. Vogel, G-E radio 
sales manager. Each group carried com- 
plete stage properties and samples of the 
new line. 








| Kelvinator Over '35 
Shipments First 8 Months 


DETROIT—On May 3lst Kelvinator 
refrigerator shipments for the fiscal 
period beginning October Ist totalled 





The man or woman who was born back in satisfactory sale and insures repeat business. | 241,177 units passing shipments for the 
; entire fiscal year of 1935 by 837 units 
1914—-when Armco Ingot Iron was first ad- To say the least, the Armco trademark is a was announced today by H. W. Burritt, 
vice-president in charge of sales. 

vertised nationally—is now 22 years old. But first-rate sales point, when regularly used. Commenting on this outstanding per- 
P : . formance Mr. Burritt attributed the in- 
to both mother and daughter the idea of If your porcelain enameled appliances do cotnaed ties cane tn 2 Geek een, 
identifying the quality of a finished, covered- not bear the sales-influencing Armco triangle, dising program backed by an effective ad- 
? vertising campaign as evidenced by the 

up metal was and still is a good one. either alone or as part of the manufacturer's | wide spread consumer acceptance. 

When your customers see the familiar label, find out why. You'll be repaid in easier 


C. |. T. Opens Palm Beach Office 


NEW YORK—C.LT. Corporation, in 
tors, ranges and washing machines you sell, tomers. And have you copies of the two valu- order to give localized sales financing 


Armco triangle trademark on the refrigera- sales, faster turnover, and better satisfied cus- 


: . service to dealers and purchasers in the 
they realize immediately that the manufac- able booklets Armco publishes for wide-awake territory surrounding West Palm Beach, 

. = . - . . will open an office there in the Comeau 
turer has been careful to select the best ma- dealers? The American Rolling Mill Com- uilding, 317 Clematis Street. J. K. 
terials. It puts you that much closer to a pany, Executive Offices: Middletown, Ohio. | Albury from the C.L-T. office in Miami, 


is to be in charge. Associated with Mr. 
| Albury will be K. C. Campbell, who is 


already well known to local business men 
| since he has been located in West Palm 
Beach for the past few months as a local 
f % representative of the C.I.T. office in 
A NAME KNOWN TO MILLIONS r 


Miami. 
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of he finish applied to an appliance is its “clothes.” 

a Did you ever buy a suit of clothes you thought was 

lor good looking, only to soon discover that you got “stung” 

ncy because the thing didn’t keep its shape—wore out 
om quickly? Thousands of women have bought refriger- 
ro- ators they thought were “pretty,” only to soon discover 

° that the “pretty” finish was perishable. Too soon the 

‘tio refrigerators looked as if they had “ice-box eczema,” 

ym- and the women felt “stung.” 

I ‘ . , 

a Porcelain enamel is the safe finish to sell. Your cus- 
tomers know it is the standard of excellence and that, 
in porcelain, their appliances will be clean, attractive 

ths and sanitary for the rest of their lives. 

itor Porcelain enamel makes happy customers—a finish 

ose that helps bring repeat sales. More than that, porcelain 

* enamel turns you a higher profit—another reason for 

the ‘ y ; & P 

nits its aggressive pushing. 

ritt, Every customer wants quality... Sell porcelain enamel. 

er= ownage 

in- EDUCATIONAL BUREAU N poR¢ LAIN Py 

“rf Clearing House for Sales and Technical Information : > 0 ENAMEL ry 

ad- c ° 

the PORCELAIN ENAMEL INSTITUTE, Inc. Gree 6 


612 North Michigan Avenue e Chicago 


PORCELAIN ENAMEL 44 
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Walter J 
promotion 


Daily, 
manager for 


former sales 











Thomas W. Berger, 
years director o 





for many 
sales for the 


George W. Bakewell, Jr., for 


George E. Lewis, 











managing 


Emile 


Bacharach, formerly 











, , , i han- 
refrigerators and recently Philadelphia Electric Co., and - eg ee Cae Se Se See , r Krege's department 
head of his own advertising more recently for the Prima Colorado has resigned to join becomes managin director store in Newark, N. J., is now 
agency, has joined the Manz Mfg. Company, has joined the Hotpoint range sales of the Electrical ague of directing appliance operations 
Corp., as vice president Crosley as general sales organization. Colorado, succeeding George at Hearn's, New York. 
meneger. Bakewell, Jr., resigned. 
ie. | 
New Pasitious cf the Mouth 
Walter J. Daily pioneer in the stoker business, is Vice- 
a ; , ec President of The Steel Products Engi- 
The Manz Corporation, Chicago, an- neering Company, Springfield, Ohio, in 
nounces the 4 sorry of Walter J. charge of the Combustioneer Division. 
Daily as Vice-President and Director of He is a Past President of the Midwest 
Sales. Mr. Daily ae Sales romotion Stoker Association, and one of the origi- 
Manager of the General Electric Re- nal founders of the Combustioneer Com- 
frigeration Department from its beginning pany established a number of years ago. 
in 1927 up to 2 little more than a year Industrial and domestic Combustioneers 
ago, wae he ' formed po ® —- are extensively used in the United States 
wi . agency bearing his name, with headquar- tah . E j 
ager at the “sierten” Mtg. nots at Cleveland, Ohio. He has dapueed and twelve foreign countries. secretary-tressurer of yo 
Company since 1934, has been : : Home Utilities, G-E distribu- 
appointed general manager of of his interest in this agency and will Railley torship for the state of Con- 
the Horton Company, Fort devote his entire time to the development , : ener The ay is un- 
wayne, ae, of sales for Manz. Hoffman S. Beagle, after nine years jer new control. 
For over four years Daily was Chair- with the New York Power & Light Cor- -— 
man of the General Electric Appliance poration of Albany, New York, as Super- 
Advertising Committee; for several years v!Sor of Lighting Service, has resigned 
he was a director in the Association of his position to join the Railley Corpora- 
National Advertisers and for quite a few tion, Cleveland, Ohio, originators of Pin- 
years he was a director in the Cleveland It-Up lamps. It was during this time 
Advertising Club. He has had a wide that the lighting department of this utility 
und varied experience in advertising and company developed a national reputation 
marketing. in the lighting field. 
Mr. Daily directed one of the biggest In his new capacity Mr. Beagle will 
promotional ventures this country has act as Sales Manager and will also be in 
seen —the General Electric— Warner charge of the development of new promo- 
Brothers “42nd Street Special.” A spe- tional items for the Railley Corporation. 
cial train was chartered, covered with muy 
metal leaf resembling gold and silver, a Modern Home Utilities 
complete and actually operating General Complete control of Modern Home 
Last month we incorrectly wary — le os pe Pay once Utilities, Inc., General Electric distribu- 
oaded w ovie stars z ‘ abo , — , i i 
hay been appointed. gangral thirty stops in important cities across the ‘OF fof the state of Connecticut, has over" the “management "and 
Te Mg = AY } amen saan scale went Gueuth the passed into the hands of a group headed Gestion o_o, tems 
Instead, he is general sales kitchen on the train and over 5,000,000 by Orrin P. Kilbourn of West Simsbury, tributorship. — The company 
Company . Peoria, ti —_ heard the story from the movie stars in aaa . 7 F , = ey > wy By 
story printed below distributors’ icin oak Pass he Founded in 1927 by interests located in a ead Middlelows. 
train at scheduled stops. Thousands of W aterbury, this corporation has done an 
‘ outstanding job in the field of electric 
lines were run in the newspapers about home appliances. It has retail stores ae ye 
the event A A 7 stores were S. C. Stivers, secretary, and G. K. 
Haag Bros. located in Hartford, Waterbury, New  Chrismer, assistant secretary and assistant 
Announcement is meade by Hass Simplex Wire & Cable Haven, New London and Middletown,  treacurer. 


Brothers Company of Peoria, Illinois, 
of Ira R. Ogilvie as 
General Sales Manager, effective May 11. 

Mr. George and Mr. Albert 
Ogilvie for this 
osition make the statement that he seems 
o be ideally suited to 
pl ans i 


Mr 


has 


of the appointment 
Haag 
Haag in selecting Mr 
I 
t fit into the present 
wr further expansion 

Ogilvie for the past twelve years 
actively engaged in wholesale 
equipment and industrial chemicals. He 
omes Brothers Company 
highly recommended both by the men he 
has worked with and by the results he 
has secured 


been 


to the Haag 


Haag 
past 
plans to 
electrical 


Brothers Company during the 
been making 
further develop the sales of their 

and washing machines 
Mr. Ogilvie has known of these plans for 
some time and his acceptance of his new 
position marks the first step in this new 
program 


several months have 


power 
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Everett Morss, Jr., formerly vice-presi- 
dent, clerk and secretary, has been elected 
president and treasurer of the Simplex 
Wire & Cable Company, Boston, Mass., 
succeeding the late Henry A. Morss. 
Charles R. Boggs, formerly vice-president 
and factory manager, becomes vice-presi- 
dent and general manager. Philip R. 
Morss, vice-president, becomes clerk and 
secretary in addition, and J. Arthur Gib- 
son, assistant treasurer, takes on the 
duties of a vice-president as well. Sales 
manager and assistant sales manager W. 
S. Davis and Geo. L. Roberts, respec- 
tively, were re-elected. 


Stoker Association 


At the convention of the National As- 
sociation of Stoker Manufacturers, held 
in White Sulphur Springs, W. Va., on 
June 11th, 12th, and 13th, R. C. Goddard 
was elected president. Mr. Goddard, a 


together with dealers in practically every 
other city in this state. 

The new organization retains the cor- 
porate name of the former distributor- 
ship, Modern Home Utilities, Inc. Mr. 
Kilbourn has become the president, J. E. 
Neily of Waterbury, the former general 
manager, becomes vice-president, and 
R. Barry Greene, secretary-treasurer. 

Easy 

SYRACUSE, N. Y.—With the un- 
timely death, on June 2, of Mr. John N. 
Derschug, president of the Easy Washing 
Machine Corporation, Mr. J. C. Nelson, 


at a special meeting of the board of 
directors, was elected president and gen- 


eral manager of the company. Other 
officers elected included H. L. Babcock 
as vice-president and treasurer of the 


organization and H. Paul Nelligan as 
vice-president and general counsel. 
Officers who retained their present titles 


Horton 


Announcement has just been made of 
the appointment of Joseph C. Lewis as 
general manager of the Horton Manu- 
facturing Company, manufacturers of 
home laundry equipment at Fort Wayne, 
Indiana. Mr. Lewis has been associated 
with the Horton Company in the capacity 
of factory manager since November 1, 
1934. He came to Horton as a produc- 
tion engineer on August 1, 1934, being re- 
tained for the purpose of revamping the 
production system and installing straight 
line manufacturing methods and a modern 
cost system. 

Several other additions and changes in 
personnel have been made at Horton. 
J. M. Swain has been made plant super- 
intendent; Seyford Betz is in charge of 
washing machine assembly; Milton Naus, 
formerly with the Ideal Electric and 
Manufacturing Company, Mansfield, Ohio, 
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And that isn't all — this 
washer comes with a 
lifetime-lubricated motor 
made by General Electric 


That appeals to me. | 
know General Electric 
motors must be the best. 


ALES records show that today the American public is buying more 
expensive washers than it did a few years ago—that your customers 

are greatly influenced by high quality in their choice. Dealers and 
manufacturers who can label their washers “high quality” in as many 


ways as possible make selling that much easier. 


Even though your washers have an excellent reputation, national 
surveys show that G-E motors will add to their customer appeal; for 


General Electric’s high standards of quality are well known, and G-E 


motors have an enviable service record for quiet, dependable operation. 


If your washers are equipped with G-E motors, you will encounter less 
sales resistance, because your customers will have added conviction that 
the washers will give 
them the trouble-free serv- 


ice they want. 


Can you afford not to avail 
yourself of this added 


sales appeal? 


General Electric, Dept. 
6A-201, Schenectady, N. Y. 


GE MOTORS 
Lass ALL TESTS 


LET G-E MOTORS “ _ _ HELP YOU SELL 


GENERAL @ ELECTRIC 
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PROTECTION 







Armored like a medieval knight, is 
the Armadillo. Thus protected, he 
baffles his natural enemy, the jaguar. 


ARMORED also, against the ceaseless onslaught of oxygen, 
is the heating-element alloy, Chromel. Thus defended, 
Chrome! created the electric heating industry—and gave 
to you your heating appliance market. . . . Chromel is 
protected by an air-tight oxide skin, which clings closely 
to the wire and thus effectively thwarts the destructive 
oxygen. Heating-elements made of Chromel thus are 
very durable. Their good performance protects the good 
name of the device maker, and of you, the dealer. You 
may safely put your trust in devices that are Chromel 


equipped. . . . For technical data, ask for Catalog-KM. . . . 


HOSKINS MANUFACTURING CO. DETROIT, MICHIGAN 


H 0 . K l N 
THE we THAT MADE ELECTRIC HEAT POSSI 
wire , 
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| is in charge of ironing machine assembly. 


W. H. Kortum, who has been with 
Horton for 17 years is now chief engineer 


| and has full charge of the design of the 








products. Associated with Mr. Kortum 
is Lewis P. Faddis in charge of tool and 
die designing and formerly with the In- 
ternational Harvester Company. 

A. E. Askerberg, formerly with the 
Dover Manufacturing Company, is pur- 
chasing agent and office manager for Hor- 
ton. 


General Electric 


Co-ordination of the activities of the 
G-E Plastics Department under the direc- 
tion of Vice-President C. E. Wilson has 
been announced by the General Electric 
Company. 

C. K. Mead has been placed in charge 


| of a newly formed Insulation, Glyptal, 


and Plastics Sales Section of the Appli- 
ance and Merchandise Department, with 
headquarters at Bridgeport, Conn. The 
newly formed section, besides assuming 
responsibility for plastics sales, will carry 
on the activities of the former Miscel- 
laneous Sales Section which was super- 
vised by Mr. Mead and was concerned 
with the sale of insulation and Glyptal. 
The new section will be under the general 
direction, as was the former Miscellane- 
ous Sales Section, of J. H. Crawford, 
manager of Construction Materials Sales. 

R. E. Coleman, manager of the Plastics 
Department, has been transferred to the 
Appliance and Merchandise Department 
and will report directly to Vice-Presi- 
dent Wilson, as will G. H. Shill who has 
been placed in charge of the manufactur- 
ing and engineering activities of the 
Plastics Department. 


Crosley 


Announcement is made of the appoint- 
ment of Peter R. Billeter and William T. 
White as special factory representatives 
for the Crosley Radio Corporation. They 
will devote their time to the development 
of sales of the Crosley Savamaid Elec- 
tric Washer and Ironer lines. 


Prior to joining Crosley, Mr. Billeter 
was with Voss Brothers Manufacturing 
Company of Davenport, Iowa. He served 
as district manager in the New England 
territory for that company. During his 
fifteen years with Voss he covered prac- 
tically every section of the United States 
and has a wide acquaintance with appli- 
ance dealers of the country. 


Mr. White was with the Horton Man- 
ufacturing Company of Fort Wayne, In- 
diana, for twelve years, working his way 
up through the sales department to the 
position of sales manager for the com- 
pany at the time of leaving it in 1932. 

G. Earle Walker, formerly sales pro- 
motion manager for Prima Manufactur- 
ing Co. with headquarters in Philadel- 
phia, has joined the sales promotion de- 
partment of Crosley. Mr. Walker was 
also general manager of the Deft De- 
vices Co., manufacturers of dry cleaning 
equipment. For some time he was in 
the merchandising division of the Phila- 
delphia Electric Co. He has had an as- 
sociation of approximately a dozen years 
with Thomas W. Berger, general sales 
manager of the Crosley Corporation. 


lron Fireman 


The rapid growth of sales of commer- 
cial and industrial stokers has led the 
Iron Fireman Manufacturing Co. to pro- 
mote Karl E. Saboe, formerly district 
representative, to the newly created posi- 
tion of industrial sales manger in the 
general sales department at Cleveland. 
He will work closely with the entire 
dealer and factory field organization in 


| promoting the large models. 


, 1936 — ELECTRICAL MERCHANDISING 








EAF sta PROFITS 


IN AIR-CONDITIONING | 












































of Because it’s tEngineered-at-Factory, Cor- ties have been worked out, worked out by 
= ozone offers those Distributors and Dealers pioneers in the air-conditioning field. A 
who are merchants rather than engineers or chart, representing years of research, but ) 

I construction people an opportunity to sell simple to read and apply tells just what 

al, , es ‘ : . ‘ —" oie hae ce 

i air-conditioning equipment — and make equipment is needed and “installation” in 

ith money doing it. most cases means nothing more than plug- 

he ging-in to an electrical outlet. 

ng . ‘ - ‘ 

ae To start with, Corozone is a year-round : , : 

i R ; ; a, And, lastly, Corozone is priced to appeal 
el- line, with units to meet specific seasonal : 

“a : aay : to those who have felt they could not afford 

4 needs—or in combination, to provide a may es 
“ complete siesnditloning eeevice, Theis a built-in system. Units may be had for 
al. “© service. 1er > ec , rir : 

; es 6 as low as $19.75* and the Model KK (pic- 
ra are no dips in the Corozone sales curve, ; ' ‘ada : 
1e- DeLUXE IONIZER ail Ws diel: ll te (eeaatidsaaigtar a aa ae tured below) cooling unit at $249.50* is 

: —— ae aie -CO OW Pav 1 ° . e.° . . 

rd, rt nee Ot re. aan Humidif fall | nit the outstanding air-conditioning achievement 
es. country’s largest and most spectacular air- Y 508 & TiunuGier NeXt lal—or an lon- of the vear 
ics conditioning installations. izer next month. ; . ; 
he Dimensions: 12%” x 6” x 7%”. . ; 
nt Weight: 13% Lbs. If you are engaged in any business related 
“7 Then, all Corozone units are self-contained to air-conditioning, if you would like to 
as and portable. They are attractive in ap- learn more of its possibilities, write for 
ir- —— ° ° ° 
he pearance and efficient in operation. And, Corozone’s Resale Plan, the plan that points 

because Corozone is Engineered-at-Factory, the way, step by step, to air-conditioning 

all the technical and engineering complexi- profits. 
it- 
; 2 ° 
es The Sensation of 
ey 
mt he S 
c- MODEL A IONIZER t e season 

Deodorizes, Purifies and Revitalizes the air. 
er May be mounted on the wall. An exclusive, 
patented device. 

ng Dimensions: 11%” x 7%” x 6”. , % 
ed Weight: 10 Lbs. f 
nd MODEL KK 
us 


A self-contained, portable room-cooling and 





























ic- air-conditioning unit at the remarkably low 
es price of $249.50. This comes as the result 
li « ey A -—- | ene | —- on 
aan ° climaxes the sale of thousands o r-condi- 
No Other Line Offers Gioning’ units. . 
™ Dimensions : 18” x 32° =x 32”. 
“ All These Features Weight: 225 Lbs. 
= * Low Price Ww 
n- * Portability 
| * Proven Performance 
* * Minimum Investment 
1- * Attractive Appearan e j oe ae , : 
.. nodes agape The Corozone air-conditioning line includes portable, self-contained Room Cool- 
e * No Installation Worries . Me; _ ¢ =. aig mou 
as * Flexibility of Application ing Units and Commercial Cooling Units for summer sale; Portable Humidifiers 
- » for fall, winter and spring sale; Corozone Ionizers or air purifiers for year-round 
ng Discounts that Spell Profit el : ‘ : , Rr | 
in emis nar sale. All walnut-finish wood cabinets, beautifully designed, attractive in appearance. 
| * Freedom from “Engineering yr ” licats 8 priced tre $19 75* §350.00.* 
- w ) ; ‘ ced fr 975 350.00. 
> # Complete to Meet Every Need A wide variety of applications—and priced from $19./5* to $ 
rs *Slightly higher west of Rockies 
les 
THE COROZONE AIR CONDITIONING CORPORATION | 

he CLEVELAND, OHIO | 
'0- ‘“ + e,e + ” 
ct Every Phase of Air Conditioning 
si- 
he DISTRICT OFFICES 
= NEW YORK PHILADELPHIA SACRAMENTO 

in The Corozone Air Conditioning Corp. of New York Avon Corporation Western Air Conditioning Corp. 

11 West 42nd Street 122 South 22nd Street California-Western States Life Insurance Bldg. 
ELECTRICAL MERCHANDISING — JULY, 1936 PAGE 43 














1710 Extra Water Currents 


Increase Sales 4 Times 
Average for the Industry 


and NOW 
New Beauty 


of Design 


_— sales for the 6 months 
ending May | increased 82.6% 
over the same period last year. 
Average for the industry was only 
19.68%. Again in May, Barton 
sales leaped ahead 94°. Such 
phenomenal and consistent in- 
creases prove that housewives 
everywhere are ready for some- 
thing new and better in washers— 
that the Barton Patented Washing 


Action can build your sales. 


And now Barton offers a rede- 


signed line of new, eyecatching 


beauty—the appeal of pride in beautiful things is added to 
the appeal of faster, more thorough cleansing; savings in 
current, soap, and wear on clothes—sales features your com- 
petitor cannot meet at any price, high or low. 


Write for complete information on the Barton Franchise now. 


THE BARTON CORPORATION, West Bend, Wisconsin. 





PAGE 44 




















See Bartons at: 
Los Angeles Furniture Mart 
July 27 to Aug. | 
Space 34 Fourth Floor 


New York Furniture Exchange 
July 20 to 31—Space 613 
American Furniture Mart 

Chicago 
July 6 to 18—Space 642 








W. F. Conley, new-appointed adver- 
tising manager, Electric Vacuum 
Cleaner Company (Premier) 


Higbee Company 
D. M. Chriss, formerly connected with 
O’Neil’s department store in Akron, O., 
was named manager of the major appli- 
ance department of the Higbee Company, 
Cleveland, according to a recent announce- 
ment. 


Armco 


Sennett Chapple, vice-president and 
director of publicity of The American 
Rolling Mill Company, Middletown, 
Ohio, recently announced the appointment 
of Harry V. Mercer as advertising man- 
ager of the company. It is a newly 
created office at Armco. 

Mr. Mercer has been associated with 
Armco since May 1, 1916. During 14 
of his 20 years of service he has been 
identified with practically all phases of the 
company’s publicity and advertising. In 
his new responsibilities, he will adminis- 
trate Armco’s program of advertising. 


Colorado Electric League 
According to a recent announcement, 
George Bakewell, Jr., for many years 
manager of the Electric League of Colo- 
rado, has resigned to become sales repre- 
sentative of the Edison General Electric 
Appliance Company. 


McCall's Magazine 


Miss Demetria Taylor has resigned 
from the staff of Good Housekeeping In- 
stitute to become head of the McCall 
Magazine Kitchen, according to an an- 
nouncement by Miss Elizabeth Woody, 
Director of Foods and Appliances of 
“McCall’s Magazine.” 

Miss Taylor has had unusually com- 
plete training and experience in food and 
nutrition subjects. The College of Home 
Economics of Syracuse University gave 
Miss Taylor her B. S. degree. Working 
with Doctors Grace MacLeod, Mary 
Swartz Rose and Walter H. Eddy, Miss 
Taylor won her M. A. degree in nutrition 
from Columbia University. Prior to her 
work on women’s magazines, Miss Taylor 
taught food, nutrition and cooking for 
three years. 


Harvey-Whipple 


Harvey - Whipple Incorporated of 
Springfield, Mass., manufacturer of 
Master Kraft oil heating and air condi- 
tioning equipment, has appointed Horace 
W. Bourne manager of their Direct Fac- 
tory Branch at Pittsfield, Mass. 

Mr. Bourne, who is assuming his new 
position immediately, has been connected 
with the automatic heating industry in 
sales and engineering work over a period 
of ten years, practically all of this time 
in the Pittsfield area. 

For the past eight years, Mr. Bourne 
has been Sales Director for L. R. Sweat- 
land, Inc., oil burner dealers of Pitts- 


field. 
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Westinghouse 


The appointment of Irving W. Clark as 

anager of the Kitchen Planning Section 
as just been announced by Reese Mills, 
anager of the Range and Water Heater 
Department, Westinghouse Electric and 
Manufacturing Company. Clark, with 
nanagerial responsibilities of the Kitchen 
Planning Section, will continue to pro- 
note the sale and distribution of the all- 
electric kitchen, and in addition, will as- 
sume additional research and laboratory 
work on the various ramifications of kit- 
hen planning. 

Having conducted two Westinghouse 
Kitchen clinics, and appeared as a guest 
speaker before hundreds of meetings of 
irchitects, electrical engineers, merchan- 
dising executives and home economists, 
Clark has become one of the best known 
figures in the kitchen planning industry. 





Fairbanks-Morse 


The appointment of W. S. (Pat) Shaw 
as southwestern district manager has been 
announced by W. Paul Jones, general 
manager of the Home Appliance Division 
of Fairbanks, Morse & Company, Indian- 
apolis, Indiana. 

Mr. Shaw joined the General Electric 
merchandise department in 1920, and after 
a year in the factory at Bridgeport, Conn., 
was transferred to Atlanta, Ga., where he 
became southern zone manager. In 1929 
he returned to Bridgeport and spent two 
years placing the General Electric sun 
lamp on the market. For two years Mr. 
Shaw was manager of appliance sales for 
the General Electric Supply Company in 
the Chicago district, and for one year he 
was the Chicago merchandise representa- 
tive, contacting utilities, holding compa- 
nies, etc. For the past year and a half he 
has represented the Radio Corporation of 
America in Kansas, Missouri, Oklahoma 
and Texas. 

The appointment of C. B. O'Neill as 
chief inspector of home appliance prod- 
ucts of Fairbanks, Morse & Company 
was also announced. Mr. O'Neill has 
had years of experience in plant operation 
and inspection. 





Apex 


The Apex Electrical Manufacturing 
Company announces the appointment of 
L. R. Tansley as Works Manager. Mr. 
Tansley obtained his early engineering 
training with the Canadian Pacific Rail- 
road. After serving as Assistant Mechan- 
ical Engineer at Toronto, he moved in 
1915 to Cleveland to become Superintend- 
ent of the Cuyahoga Stamping Company. 

Two years later, Mr. Tansley joined 
the organization of the Royal Enameling 
avd Manufacturing Company which sub- 
sequently united with the Benjamin Elec- 
tric Company of Chicago. After serving 
as General Superintendent until 1931, Mr. 
Tansley was sent to London, England, to 
build a factory for Benjamin Electric, 
Ltd., remaining there through 1931 and 
1932. 

For the past few years, Mr. Tansley 
has been associated with Wilson & Ben- 
nett Company of Chicago, as Chief Engi- 
neer, leaving just recently to accept the 
position of Works Manager with Apex at 
Cleveland, Ohio. 


Hudson's Bay Co. 


M. D. Saunders has recently been ap- 
pointed sales manager of the radio and 
home appliances department of the Hud- 
son’s Bay Company at Vancouver, B.C. 
Mr. Saunders has had years of experience 
in this line of business in Vancouver, and 
is making a point of offering advice to 
housekeepers in his new headquarters. 





TOMATIC 






Featuring ‘‘Visible Sales Advan- 
tages’’ such as the exclusive Invert- 
ible Duo-Disc Agitator, the new, 
massive, efficient and beautiful 
wringers, the exclusive Magic Button 
Safety Wringer Control and the 
sealed ball-bearing transmission, 
Automatic Washer Company says 
of its 1936 line: ‘‘If there is a better 
washer deal being offered, we haven’t 
heard about it.’’ Of the motors 
which power these washers, Auto- 
matic says: ‘‘Only latest type motors 
are used, mounted in specially de- 
signed rubber cradle to insulate and 
prevent vibration. Best construction 
known. Guarantees smooth, quiet, 
efficient performance. Motor has 
sufficient lubricant to last the life 
of the washer and need never be 
oiled.’’ Automatic Washers for 1936 
are powered by Sunlight motors. 
Sunlight Electrical Company, 
Warren, Ohio. 


PRODUCT OF 
GENERAL MOTORS 
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THE FIRST DUTY OF 





@ Everyone familiar with Calories is im- 
pressed by their steady, reliable natures. 
So it surprised us when our old friend, X. 
Tracted Calorie, appeared rigged out as 
above. Then X. explained the Calorie Benefit 
Association (CBA), and we understood. 

The a-b-c of the CBA is to get more free- 
dom for Calories. The first plank in the CBA 
platform demands more Aluminum Ice Trays. 
It’s a natural Caloric need, since every 
Calorie is inclined to get out of water as fast 
as the Ice Tray will let him. Aluminum speeds 
the movement up. Cubes freeze faster, and 


Sir User is pleased. 


ALCOA:-ALUMINUM 
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TRAYS 1S TO FREEZE 





Which indicates that CBA is likely to 
succeed. Many dealers like to explain to 
prospects why solid Alcoa Aluminum trays 
and grids are an evidence of quality construc- 
tion. Cubes freeze faster in Aluminum be- 
cause Aluminum ‘conducts heat faster... 
and faster heat conduction gives the user 
cash-money savings, since the unit operates 
a shorter time to produce a given quantity 
of ice cubes. Refrigerator users are impressed 
when they learn these reasons for having re- 
frigerators equipped with food-friendly Alumi- 
num. ALUMINUM COMPANY OF AMERICA, 2160 


Gulf Building, Pittsburgh, Pennsylvania. 


FAST 


ECONOMICALLY 














ST. LOUIS BOOSTING 
AIR CONDITIONING 


ST. LOUIS, MO.— Three times 
many ranges are being sold and four time 
the number of dealers are participating i: 
the business in St. Louis this year a 
against last year, according to a recent 
bulletin of the Union Electric Light & 
Power Company. 

While the range campaign will continue 
during the summer months, an air-condi- 
tioning and a ventilating fan drive will 
also be staged. The first, sponsored by 
the Air Conditioning Bureau of St. Louis 
in cooperation with the power company 
will entail newspaper advertising, direct 
mail pieces and other forms of promotion 
to make 1936 the biggest year yet in air 
conditioning equipment. A similar pro- 
cedure will be followed on the ventilating 
fan promotion. 


Air Conditioning Manufacturers 
Adopt Standard Warranty 


WASHINGTON, D. C.—At the An- 
nual Meeting of the Air Conditioning 
Manufacturers’ Association recently held 
at Hot Springs, Virginia, a standard 
form of warranty was adopted and rec- 
ommended for the use of members. This 
warranty is as follows: Seller shall repair 
or replace, at its option, free of charge, 
f.o.b. the place of manufacture, any part 
of the within equipment manufactured 
by it that is claimed to be defective in 
workmanship or material, within one (1) 
year from date of shipment and, upon 
inspection, is proved to the satisfaction of 
seller to have been defective at the time 
of shipment provided that buyer promptly 
gives seller notice and full information in 
writing about the defects and delivers 
the part f.o.b. seller’s factory for inspec- 
tion, when requested. Equipment manu- 
factured or supplied by others, but fur- 
nished by seller under this order, carries 
the same warranty to buyer that the 
manufacturer or supplier thereof furnishes 
to seller. Seller shall not be liable for 
repairs or replacements made by buyer 
without its written consent, nor for dam- 
ages, delays and losses, consequential or 
otherwise, caused by defects, its liability 
being expressly limited to repair or re- 
placement, as stated herein. 





WRS Refrigerator 
Business To Harry Alter 


CHICAGO—The Harry Alter Com- 
pany, national distributors of refrigera- 
tion supplies and parts announce the pur- 
chase of the refrigeration supply division 
of the Wholesale Radio Service Company, 
who are discontinuing the sale of refrig- 
eration supplies. 

The Wholesale Radio Service Company, 
of New York, one of the country’s larg- 
est radio supply houses are specializing 
in radio replacement parts and accessories, 
with branches in Atlanta, Chicago, New- 
ark and the Bronx in New York City. 
They are discontinuing refrigeration in 
order to devote their entire time and 
energy to their rapidly expanding radio 
business. 


Electrical Inspectors Meet 


The 1936 annual meeting of the Eastern 
Section, International Association of Elec- 
trical Inspectors will be held at the Hotel 
New Yorker in New York City, Sep- 
tember 8th, 9th and 10th, next, according 
to S. J. O’Brien, general chairman of the 
Annual Meeting Committee. 
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TWO APPLIANCE SHOWS 
IN MERCHANDISE MART 


CHICAGO—The national reputation 


which Chicago has gained during the last | 


four years as the housewares buying cen- 
ter of the nation will be enhanced this 
summer with the presentation of two dis- 


tinct housewares shows in the Mer- | 


chandise Mart. 


Called the “International Housewares | 


and Major Appliances Markets,” they 
will be held July 6-18 and August 3-15. 

During the first of these, to be held in 
-onjunction with the furniture, floor cov- 
ering, curtain and drapery and lamp mar- 
kets, most emphasis will be placed on ma- 
jor appliances, according to General Man- 
ager T. J. Reed, who explained that a 
majority of the buyers who will be in the 
Mart at that time for other markets are 
also buyers of refrigerators, stoves, 
jroners, washing machines and the like. 
At the same time, however, all spaces 
devoted to housewares and small appli- 
ances will hold special showings, too, he 
said, and many manufacturers plan to 
make additions to their lines at this time. 


GE To Market Unit Kitchen 


CLEVELAND, O.—The appliance and 
merchandise department of General Elec- 
tric Company has announced a new unit 
kitchen, which includes the electric refrig- 
erator, electric range, electric dishwasher 
and kitchen cabinets, and which is espe- 
cially adaptable to low cost houses, apart- 
ment houses and for home modernization. 

The advantages of the unit kitchen in- 
clude flexibility, co-ordination of styling 
and low cost. The unit kitchen may be 
installed as a packaged article, or it may 
be purchased on the step-by-step plan. 

“It fits in with the kitchen moderniza- 





tion program of the Edison Electric In- | 
stitute and with similar programs of | 


many institutions,” says George Kobick, 
manager of General Electric’s apartment 
house division, who is in charge of the 
kitchen development program for the 
company. “The unit kitchen modernizes 
the kitchen section by section, or it can be 
installed at one time. It should prove a 


boon to people who are planning to mod- | 


ernize houses.” 


Oil-0-Matic Ad 
Campaign Clicking 


BLOOMINGTON, ILL.—“Mutiny in 


the Basement” is proving itself the most | 
successful advertising and merchandising | 
theme ever used by Williams Oil-O-Matic. | 


First introduced as the title of this year’s 
spring sales drive “Mutiny in the Base- 
ment” generated thirty smashing days that 
blasted every Oil-O-Matic record of the 
past. 

More Williams Oil-O-Matics were sold 
during the campaign than in any thirty- 
day campaign ever staged. Dealers every- 
where reported new sales “highs”. Phila- 
delphia emerged from the campaign with 
a record of more than one hundred thou- 
sand dollars in Oil-O-Matic retail sales 
volume for the thirty days. One small 
town dealer who had not entered an order 
since April 1935 sold five Oil-O-Matics 
during the campaign. 


Swartzbaugh in Merch Mart 


TOLEDO—The Swartzbaugh Manu- 
facturing Company of Toledo, Ohio, 
manufacturers of Everhot electrical ap- 
pliances, have established new offices and 
permanent display rooms at the New Mer- 
chandise Mart in Chicago. 

T. B. Swartzbaugh is in charge of the 
new headquarters which are in room 1498. 
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@ The mystery of “The Light 


That Failed” is solved. It had 
Corditis! 

Far too many lamps, vacuum 
cleaners, toasters, and other 
appliances are cut off in their 
prime by this scourge of elec- 
trical cords. But Corditis 
doesn’t stop with the appliance. 
It attacks the customer, who 
hopes for his money’s worth of 
service from those appliances 
you sell him. It attacks you 
when you must make good 
with costly service calls and 
replacements. 


Since Belden Corditis-free 

Electrical Cords are available 
on almost all types of appli- 
ances, why not be sure of 
complete protection — spec- 
ify them on all your mer- 
chandise. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 








%# CORDITIS—a danger- 

ous disease of electrical 
cords; the symptoms are 
frayed wire and broken 
plugs. It causes severe men- 
tal irritation and violent 
nervous disorders among 
electrical appliance users. 


Identified by the Belden 
Unbreakable Soft Rubber 
Plug. 


Listed as standard 
by Underwriters’ 
Laboratories. 


Certified standard 
by Electrical Test- 
ing Laboratories. 


Appliance cord 
sets tested and ap- 
roved by Good 
ousekeeping In- 


stitute. 


as 


CORDS 


6 — 
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Crosley Pays 
50-Cent Dividend 


CINCINNATI, O \ dividend of 50 
cents a share on Crosley stock was de- 
lared by the board of directors of the 
Crosley Radio Corporation today, payable 
to stockholders of record as of June 15 
Che company paid a dividend of 25 cents 
ne, 1935, which was the first divi 





1d payment since the regular quarterly 
payment of 25 cents in April, 1930. Ex 
plaining the dividend to the annual meet 

»f stockholders held in Studio A of 
LW at the factory of the 


W 
Radio Radio ( poration, Powel Cros- 
ley, Ir., president, said 


re sley 


his does not mean the establishment 


dend 


ot a regular div 


policy, but I am 
opeful that there may be more dividends 
before a great while. We have succeeded 


building back our losses of the early 


depression period to a large degree We 
have set up our working capital in such 
ape that we feel justified in making 


payment of this dividend at this time.” 
Mr. Cre sley 


sales of the 


reviewed the increase in 
from mil- 
lion dollars four years ago to ten million 
dollars annually and last year to between 
21 and 22 million dollars. 

Artistic Goes to 

Furniture Mart 


corporation hve 


NEW YORK—tThe Artistic Lamp 
Manufacturing Co., Inc., of 395 Fourth 
Avenue, New York City, have opened 
permanent Chicago showrooms at 51/7, 
\merican Furniture Mart. 

The new display rooms have been 
tastefully redecorated and new electrical 
connections have been installed so that 
every lamp on the floor may be illumi- 
nated for inspection. All possible con- 
eniences have been arranged to facilitate 
| ising 

Included in the fall showing of new 
ri-Lite lamps, opening July 6th, will be 

tire new departures in 1.E.S. portable 
lam] These deve pments, by the origi- 
ators of three-way lighting, have been 


designed to assist dealers in the coming 
ill campaign on IL.E.S 
million I.] 


as a quota tor Uct 


lamps 
One S lamps has been set 
ber selling, as a result 


of national advertising 





The Winnah! 


A proud exhibit: Sam Rosenthal of 


the Hyland Electric Company 

(seated) inspects the cup he won at 

the gold tourney of the National Elec- 

tric Wholesalers Convention at Hot 

Springs. With him is W. A. Seeburg 

of the Chicago sales division of 
Curtis Lighting. 
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One corner of the efficient kitchen featured in the June “Home of the 
Month" sponsored by McCall's Magazine. 


McCALL’S ‘‘HOME OF THE MONTH” 


PROGRAM AIDS KITCHEN MODERNIZATION 


50 Model Homes Already Sponsored 
Feature Best Kitchen Planning Practice 


New York, N. Y.—As a result of the 
“Home of the Month” plan, sponsored by 
“McCall’s Magazine,” together with the 
National Association of Real Estate 
Boards, over 50 model homes, incorporat- 
ing the best practice in modern kitchen 
planning, are being erected throughout the 
United States. 

lo guide its 2,400,000 reader-families in 
building new homes and modernizing ex- 
dwellings, “McCall's” is currently 
lescribing and illustrating in the editorial 
pages of each issue one prize winning new 
These “Homes of the Month” are 
selected by a committee of the Land. De- 
velopers and Home Builders Division of 
the Association, of which committee the 
urchitectural editor of “McCall’s” is a 
member, from many other home plans 
submitted in competition. The winning 
selected not on the basis of 
their exterior attractiveness but primarily 
on the of livability of their floor 
plans and the arrangement of their room. 

Six months ahead of the month in which 
a particular home is described, members 
of the Land Developers and Home 
Builders Division of the National Asso- 
ciation are invited to erect one or more 
of these homes in their local communities. 
Thus, as each “Home of the Month” is 
described, readers are given a list of ad- 
dresses of the actual homes that have 
been erected from the plans and are open 
for public inspection. So far over 50 
“Homes of the Month,” erected from the 
plans of the April, May, June and July 
homes have been erected or are being 
erected and exhibited. 

In most these “Homes of the 
Month” are displayed to the public com- 
pletely decorated and furnished through 
the co-operation of local department 
stores, furniture stores, interior 
utility companies and appliance 
dealers and distributors. Special attention 
is paid to each “Home of the Month” 
o that its kitchen, no matter what the 
size and style of the home, will represent 
the most efficient planning practice. 


isting 


home 


homes are 


basis 


“ 


cases 


decora 
tors. 


In the current June issue of the maga- 
zine appears the accompanying picture of 


me corner of the kitchen in the June | 


““Home of the Month.” In order to make 
sure that each element in this modern 
kitchen—range, refrigerator, sink-dish- 


washing center, cupboards, lighting, mixer 
and other appliances—was in its proper 


place, editors had an actual kitchen built, 
decorted and furnished. A_ two-page 
article, illustrated in full colors, describes 
this kitchen and gives directions for its 
arrangement in both new and old homes. 


Lightolier Presents 
New Modern Lamp Line 


NEW YORK—A new forward stride 
in modern lighting, “planned-purpose” 
lamps for modern roms, was formally 
presented by Lightolier Co. at a special 
preview on June 16th, at its new, enlarged 
showrooms, 11 East 36th St., New York 
City. 

Developed under the guidance of Kurt 
Versen, noted for his technical and ar- 
tistic contributions to the field of mod- 
ern illumination, the new lamps have 
freshness, originality, and adaptability. 

An especially interesting and effective 
feature of the new “planned-purpose”’ 
Lightoliers, is the manner in which each 
lamp fulfills a specific lighting and deco- 
rative purpose in a specific room. With 
these new lamps it becomes possible to 
secure heightened decorative as well as 
illuminating efficiency by using three or 
four lamps, each individual and different, 












yet all having a common affinity of design 
that creates harmonious accord. 

For example, there are lamps of tl 
correct size and height for modern en 
tables; reading lamps for use with loy 
upholstered easy-chairs; floor-reflector 
to provide a much-desired type of indi 
rect lighting; floor and bridge lamps that 
complement each other in color, finis! 
and design; and desk lamps that ar 
small, smart, and suitable. 

Gilbert Rohde, distinguished designer 
of modern furniture, has already selected 
these lamps for use with the newest mod 
ern ensembles of the Herman Miller 
Furn. Co. to be shown in model rooms 
and store displays throughout the coun 
try. It is felt that these lamps will fill 


the long missing-link in the modern en- 
semble—effective, decorative, coordinated 
modern illumination. 





Capt. Mabel Rooks, of the Ranger- 
ettes and Enid Busby, a Rangerette, 
seal the meters for the Frigidaire 
economy proof test that will run the 
length of the Texas Centennial ex- 
position. 
Kelvinator Oil Burners 
Up 163 Per cent 
DETROIT—An increase of 163 per 
cent in Kelvinator Oil Burner shipments 
for the eight months fiscal period ending 
June 1, 1936, was announced by E. V. 
Walsh, manager of the Oil Burner Divi- 
sion of Kelvinator Corporation. 





President M. Blitzer of the Lightolier Company, fixture and lamp manufac- 
turers, showing visitors the new line of modern lamps designed by Kurt Versen. 
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FOR THE GREATEST 
RADIO SEASON IN 
HISTORY 















CROSLEY MODEL 250 


Five Glass Tubes, Two 


Bands . . . Illuminated, Full 
Vision, Magna-Ceramic 
Dial . . . Tone Control . . . 


Triple-Twin Output Tube. 
Cabinet front panel is of 
stump walnut veneer, 1314" 


high, 11%" 
” ids, 7% "deep. $25.00 





CROSLEY MODEL 295 


Features and tubes same as 
Crosley Fiver. This beauti- 
ful cabinet has striped wal- 
nut veneer on front panel 
and also on one end panel. 
Other end panel is decorated 
with flutings. 1054" high, 


ie” wi » 
ee amit’ $29.95 





CROSLEY MODEL 349 


Five Glass Tubes, Two 
Bands... Octal-Base Tubes 
...[uminated, Full Vision, 
Magna-Ceramic Dial .. . 
Automatic Volume Control 
... Tone Control . . . Triple- 
Twin Output. 13%" high, 
11%” wide, 

714" deep $34.95 
Also available with metal 
tubes at : 836 





CROSLEY MODEL 449 


Six Glass Tubes, Three 
Bands... Octal-Base Tubes 
... uminated, Full Vision, 
Magna-Ceramic Dial . 

Triple-Twin Output...Auto- 
matic Volume Control. . . 
Tone Control. 20” high, 


144%" wide, 

i deep. $44.95 
Also available with metal 
tubes at sewe ee ee 
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CROSLEY FIVER 


Five Glass Tubes, Two 
Bands . . . Iuminated, Full 
Vision, Magna-Ceramic 
Dial .. Tone Control. . . 
Triple-Twin Output Tube. 
The cabinet front panel is 
of walnut veneer. 114%" 


high, 11" wide, 
7s " in. ‘i $19.99 





CROSLEY MODEL 251 


Five Glass Tubes, Two 
Bands... A.C.-D.C. . .*. 
Attached Antenna .. . Illu- 
minated, Full Vision, 
Magna-Ceramic Dial .. . 
Front panel of stump wal- 
nut veneer, 7%" high, 


10%” wide, 

55" deep. $25.00 
Also available with metal 
OO — ae 





CROSLEY MODEL 299 


Features and tubes same as 
Crosley Model 251. A. C 

D. C. Cabinet front panel 
is of diamond matched pin 
stripe walnut veneer. Pin 
stripe walnut veneer on 
back of cabinet. 8'4"’ high, 


11%” wide, 

Ig" wide. $29.95 
Also available with metal 
tubes at...........$31.20 





CROSLEY MODEL 395 


Features and tubes same as 
Crosley Model 349. Equally 
as outstanding is the per- 
formance of the five-tube, 


two-band chassis it houses. ‘ 


The cabinet front panel is of 
stump walnut veneer. 1014” 
high, 16%" 

wide, 7'4" deep. $39.95 
Also available with metal 
tubes at $4 





CROSLEY MODEL 495 


Six Glass Tubes, Three 
Bands. . . Octal-Base Tubes 
... INuminated, Full Vision, 
Magna-Ceramic Dial . . . 
Triple-Twin Output...Auto- 
matic Volume Control . . . 
Tone Control. 13” high, 


93%,"" ; » 
Bsc am. ad $49.95 


Also available with metal 


tubes at ne $51.20 



























































PHANTOM CONDUCTOR 

The Phantom 

Conductor (auto- 

expressionator), 

introduced for 

the first time in 
recei 





the yea 


and refined, so 
that it now em- 
bodies a full size 
radio tube in- 
stead of twosmall 
bulbs. n- 
tom Conductor 
not only restores 
the volume and 
expression range 
of music that in 
the case of cres- 
cendos and for- 
tissimos must be 
monitored out, or 
suppressed by the 
orchestra leader 
in broadcasting, 
but it amplifies 
the ex Ga to 
the fullness with 
which the com- 
poser intended 











* *’ *’ WHATEVER HAPPENS 
VOU'RE THERE WITH A 








Different from 


anything ever 





heard! 





The Crosley 


new-type radio receiver transmits the thrill and feeling 
with the voice and deed. Until you have heard this 
new radio you can have no idea of what truly modern 
For this is radio plus the Phantom 


reception really is. 


Conductor—plus 9 other great features. 
Crosley line shown here. 
face with the greatest selling opportunity in radio. 













































CROSLEY MODEL 899 CONSOLE 


Eight Glass Tubes, Three Bands 
. . - Octal-Base Tubes . . . Phan- 
tom Conductor . . . Illuminated, 
Full Vision, Magna-Ceramic 
Dial . . . \Timek Toning . - 
Band Indicator on Dial . . . Shad- 
owgraph Tuning Indicator .. . 
High Fidelity . . . Triple-Twin 
Output...Tone Control... Auto- 
matic Volume Control . . . Vibra- 
coustic Sounding Board. 42” 


high, 27"’ wide, 1314" 

deep $89.95 
Also available with metal tubes 
— Pee eee 







CROSLEY MODEL 499 CONSOLE 


Five Glass Tubes, Two Bands 
Tubes .. . Illuminated, Full Vision, 
Ceramic Dial . . . 


Study the 


With Crosley you are face to 


. . . Octal-Base 
Magn1- 
Automatic Volume Control 


Tone Control . . . Triple-Twin Output. 


4 onl estonia a aden bdhinn tly 





CROSLEY MODEL 117 CONSOLE 


Nine Tube (Metal), Three Bands 
. . . Octal-Base Tubes . . . Cardi- 
amatic Unit . . . Phantom Con- 
ductor... High Fidelity ... Triple- 
Twin Output . . . Illuminated, 
Full Vision, Magna-Ceramic 
Dial . . . Timelog Tuning. . . 
Multivox Control . . . Vernima- 
tic Dial Drive . . . Tone Control 
. Automatic Volume Control 
... Vibracoustic Sounding Board 
12” Curvilinear Speaker. 


4214” high, 2614” 
wide, 14’ deep. r $117.50 





CROSLEY MODEL 167 CONSOLE 


Thirteen Tube (Metal), Three 
Bands . . . Octal-Base Tubes . . . 
Cardiamatic Unit . . . Phan- 
tom Conductor . . . Mystic 
Hand . . . High Fidelity .. . Illu- 
minated, Full Vision, Magna- 
Ceramic Dial . Time Log 
Tuning Fidelity Control . . . 
Automatic Volume Control . . . 
Vibracoustic Sounding Board 

15” Curvilinear Speaker. 


4h” high ba" 
wide, 1334" deep. 9167.50 








Twin Output... 
Full Vision, Magna-Ceramic 
Dial . . . Band Indicator on Dial 

. Shadowgraph Tuning Indi- 
cator .. 
Multivox Control . . . Vernima- 
tic Dial Drive . . 
. . . Automatic Volume Control 
... Vibracoust 


a3)" 





Receives standard and foreign broadcasts. 


394” high, 24” wide, 10'4” $49 95 
. 


deep. 


Also available with metal tubes at... . 


51.20 


CROSLEY MODEL 699 CONSOLE 


Six Glass Tubes, Three Bands 
. . - Octal-Base Tubes . . . Illu- 
minated, Full Vision, Magna- 
Ceramic Dial ... Timelog Tun- 
Pr 
... High Fidelity . . . Triple-Twin 
Output .. , 
Vibracoustic Sounding Board. 
41%" high, 25%” 

wide, 12'4"" deep. $69.95 
Also available with metal tubes 
AREAS te 71.2 


Band Indicator on Dial 


- Tone Control . . 


CROSLEY MODEL 137 CONSOLE 


Ten Tube (Metal), Three Bands 


..- Octal-Base Tubes . . . Cardia- 
matic Unit . . . Phantom Con- 
ductor ... High Fidelity ... Triple- 


Illuminated, 


- Timelog Tuning . . . 


. Tone Control 





> Sounding Board 


15” Curvilinear Speaker. 


suds, 14° ep. $137.50 


CROSLEY 


RA-D-4+0- 





THE CROSLEY RADIO CORPORATION - - CINCINNATI 


POWEL CROSLEY, Jr., President 


Home of WLW—the world’s most powerful broadcasting station—70 on your dial. 


(Prices Slightly Higher in Florida, Teras, Rocky Mountain States and west.) 
g 
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Review of New Products 








JEWETT Refrigerator 


The Jewett Refrigerator ( Inc., 
Buffalo, N. Y 

Model: No. 8 three compartment 
retrigerator 

Capacity: 8 cu. it 

Description: Upper section arranged 
with hinged door which gives access 
to chilled humidified space 23 in 
wide, 17 in. deep 84 in. high for 
fruit and vegetable storage; moist 
temperature of 45 oversize cold 


storage compartment directly below 


humidifier but entirely separate 
operates with temperature of 10 
and provides fast freezing; main 


food storage compartment with tem 
perature of 40° fitted with large 
removable shelves and metal basket 
ior eggs, leftovers, etc.; large 
aluminum pan under freezer carries 
meltage when defrosted and may be 
used for storage of extra ice, steaks 
or used as rearranging shelf: com 
pressor unit in lower section; auto- 
matic interior light; thermometer 
n panel near cold control; Dulux 
exterior, porcelain interior 

Price: $179.50.—Electrical Merchan- 
lising, July, 1936 





v 





1000 Watt Lamp 


Westinghouse Lamft ( Bloomfiel 
ind incandescent Lamp Dept 

tric ( Vela Par 

Cleveland, O 

Device: Pint size, 1000-watt lamp with 
new medium bi-post base, designed 
to provide better lighting for stores 
ofhces and factories 


Description Inside 





frosted Pyrex 
bulb, tubular in shape, about half the 
ize of former 1000-watt lamps; will 
withstand water or moisture break- 
age; bi-post base permits more ac 
curate focusing of filament, simpli 
fied socket and more dependable 
contact; delivers more light as it 
nears end of normal life (1000 hrs.) 
than mogul base because residue 
Irom filament evaporation is de 
posited near base where little light 
s intercepted Designed for 110, 
115, 120 volt service; overall length 
92 «in.—Electrical Merchandising. 
July, 1936 
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YORK Air Conditioners 


York Ice Machinery Corp., York, Pa. 
Device: Vertical type year round con- 
ditioners for one or more rooms. 
Description: FC-308, 3 ton cooling 
capacity, can be mounted horizontal 
or vertical; equipped with plenum 
chamber lined with acoustical ma- 
terial; F-608 and F-612, 6 ton cool- 
ing capacity; F-1508 and F-1512, 
15 ton capacity ; F-3008, F-3018 and 
F-3016, 30 ton capacity ; Units con- 
sist of drip pan, fan assembly and 
motor; heating coils accommodate 
steam or hot water systems; York 





corrugated, fin-type cooling coils; 
thermostatic expansion valve; hu- 
midifier ; sectional air filter; encased 
in golden brown baked enamel cas- 
ing; variable pitch driving pulley 
permits close adjustment of fan 
speeds ; by-pass method of tempera- 
ture control.—Electrical Merchan- 
dising, July, 1936. 


-2 





FAULTLESS Washers 


Holland Rieger, Inc., Sandusky, O. 

Vodels: Co-Ed and Admiral. 

Description: Both models equipped 
with 23 in. porcelain corrugated 
tubs; new gear mechanism; new 
“Rub-a-tator” washing principle de- 
signed to cause close contact of 
clothes with tub corrugations, giving 
a rubbing, up and down, circulatory 
action, 4 corners of Rub-a-tator 
brush or rub while oscillating 
backward and forward: Co-Ed 
model equipped with bullet-shaped 
tub and improved airline wringer ; 
Admiral has double wall construc- 
tion; trigger type safety release 
wringer.—Electrical Merchandising, 
July, 1936. 





Me 


NESCO Steam Cooker 


Vational Enameling & Stamping Co., 
Milwaukee, Wis. 

Device: Steam cooker for use with 
Casseroles B-40 and B-50. 

Description: New steam cooker 
doubles capacity and use of cas- 
seroles—makes possible preparation 
of complete meal at one time with 
roast and vegetables for six; side- 
heat principle is used—with roast in 
casserole and vegetables in coaker 
steam from roast heats sides and 
bottoms of cooker and vegetables 
are dry steamed without water.— 
Electrical Merchandising, July, 
1936. 








DOMINION Waffle Iron 


Dominion Electrical Mfg. Co., 22 Elm 
St., Mansfield, O. 
Model: 590 Dominion twin waffle iron. 
Description: Combination cord set ar- 
ranged so one iron can be used 
independent of other; 6 in. cast 
aluminum grids; each iron has 
double reading heat indicator; 
semi-modernistic design, chrome 
plated; walnut handles—Electrical 
Merchandising, July, 1936. 


v 





G-E HOTPOINT Irons 


General Electric Co., Appliance & 
Mdse Dept., Bridgeport, Conn. 
Models: Heat-O-Matic and Speed-O- 
Matic irons in combination with 

ironing board pad and cover. 

Description: Both irons weigh 5 Ibs. ; 
Heat-O- Matic, 800 watts; Speed-O- 
Matic, 1,000 watts; Heat-O-Matic 
handle and heat control knob of 
black Textolite; Speed-O-Matic, 
walnut Textolite; Both models, 
modern, semi-streamline design; 
heat-control dial for regulating iron- 
ing temperatures; Calrod element; 
thumb rest; double button nooks; 
chrome finish. 

Price: Heat-O-Matic, $6.45 ; Speed-O- 
Matic, $7.45 to August 15, after 
which price will be increased 50c. 
each. — Electrical Merchandising, 
July, 1936. 


FAIRBANKS-MORSE Washers 
Fairbanks-Morse & Co., Indianapolis, 


Ind. 

Models: 6WA, 6WB, 6WC, 6OWD, 
6WE. 

Description: Equipped with Hydrotor 
agitator which gives multi-zone 
washing action; 18 gal. capacity all 
models except 6WA which is 16 
gal.; Lovell safety wringer all 
models except 6WC which has a 
Mulline wringer; + h.p. GE motor; 
automatic drainboard on models 
6WC and 6WE;; corrugated, porce- 
lain enamel tub; dome lid; steel 
insulating jacket on models 6WD 
and 6WE; drain pump available at 
slight extra cost; V-belt drive; life- 
time lubrication; auto-type lever 
starts and stops Hydrotor; auto- 
matic time switch and automatic 
light on 6WE. Gas engine models 
6WAG and 6WBG also included in 
line—E lectrical Merchandising 
July, 1936. 





SIGNAL Portable Drill 


Signal Electric & Mfg. Co., 
Menominee, Mich. 

Device: OB-4 improved standard + 
in. portable drill. 

Description: Switch in ventilated 
handle; Signal universal motor; 
almond 3-jaw chuck with key; 
speed, no load, 1,700 r.p.m. Electri- 
cal Merchandising, July, 1936. 


v 
ANCHOR Kolstoker 


Anchor Stove & Range Co., New 
Albany, Ind. 

Device: Anthracite Stoker standard 
type or with automatic ash removal 
for use with steam, vapor, warm air 
or hot water systems. 

Features: Oil motor drive assures 
silent powerful operation; attractive 
cabinet lined with special sound- 
proof insulation; feed worm inspec- 
tion plate makes it easy to remove 
obstacles from coal feed mechanism ; 
sectional burner head; low, easy to 
fill hopper; Anchor line includes 
standard bituminous model ; bin feed 
equipment for all models; heavy 
duty industrial models to meet 
every stoker demand.—Electrical 
Merchandising, July, 1936. 





JULY, 1936 — ELECTRICAL MERCHANDISING 





ited 
or, 
ey; 
tri- 


lard 
oval 
air 


ures 
tive 
ind- 
pec- 
love 
sm; 
y to 
ides 
feed 
‘avy 
neet 
rical 


NG 




















ADD G-E OVER-THE-COUNTER ITEMS TO EVERY SALE 
















G-E 12-foot Floor. 
lamp Replace- 
ment Unicords. 
Ca. No. GC439. 


G-E 8-foot Utility 
Unicords, Attrac- 
tively packaged. 
Cat. No. GC4B3, 
Gray; CC4B4, 
Ivory ;and 


placement Uni- 
cords. Cat. No. 
ccaDlé. 




















Pyrex* Top Fuse Plug. _Textolite Top Fuse Plug. 
Cat. No. PY15. Cat. No. GN1IS 
_—_ 
- —_— 


ror INCREASED PROFITS 


Start with G-E Fuse Plugs. Every home 
needs extra fuse plugs on hand. This vi- 
tal necessity for the enjoyment of smooth 
electrical service is too often neglected 
because people don’t think of buying 
fuse plugs until service is interrupted. 

General Electric offers two types of 
fuse plugs — Pyrex* top and Textolite 
top. Both are dependable, accurately 
rated, indicate clearly when blown. The 
Pyrex* top magnifies the fuse strip. The 
Textolite Fuse has a clear mica window. 
Approved by Underwriters’ Laboratories, 
Inc., as shown by the label. 


Add a box of five G-E Fuse Plugs to 
every sale you make. Here is extra 
profit waiting for you. Little effort is 
required. Customers will appreciate your 
thoughtfulness. 


In the same manner sell Floor-lamp 
Replacement Unicords, Utility Unicords, 
Vacuum Cleaner Replacement Unicords, 
Heater Cord Sets, Triple Taps and Handy 
Pull Heater Plugs. They are attractively 
packaged and take up little space. Dis- 
play them on your shelves, in your win- 
dows and on your counters. These dis- 
plays will remind customers of their 
needs, will help you to make additional 
sales. For complete information see your 
local G-E Merchandise Distributor or 
mail coupon today. 

*Reg. U. S. Pat. Office 














eee ee ee SET Eee ee eee ee ee ee ee 

Section D-197 , 
Appliance and Merchandise Dept., 
General Electric Company, 
Bridgeport, Conn. 

Please send me full details on G-E Fuse 
Plugs and other G-E Over-the-Counter 
Items. 


Name 


Address.......... 


ENERAL @ ELECTRIC 


WIRING DEVICES 


APPLIANCE AND MERCHANDISE DEPT., GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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Plan NOW for your Fall Campaign 





ro 
Al Fi dll 2 


; 
e TAN y \S 

.® With an 

“RELECTRIC POPPER- 


Popping and eating popcorn is FUN for kids of all ages 
. yes, and it's also lots of fun to sell U. S. Electric 


Poppers . . 


. for everybody who sees it wants one. 


on this “Un-Saturated” Appliance | 


Introduced last Fall, we could not begin to meet the demand. 
Hundreds of interested dealers went unsupplied. Now, with | 


trebled manufacturing facilities, we offer aggressive appliance 
merchants a sure-fire volume item, with almost unlimited sales 
in every locality. Nothing else like it on the 
. it sells on sight. Priced for 


potentialities . . . 


Eye appeal PLUS. . 
everybody's purse .. . 


market. 


Full-finish Ductillite steel, with lustrous high-tempera- 
ture baked-enamel finish, black and red. Rust-proof, 


sturdy, 


Underwriter approved. 
container with counter display. 


500 watt Nichrome element. 
Carton-packed ... 12 to a 


Also popular-priced model retailing at one dollar 


Climb on the Bandwagon EARLY 


We are all ready with "point of sale" 
merchandisers and Appliance dealers who are now planning 
promotions for the Fall and Winter months. Let's get off to 
@ flying start . . . write for full details and name of your 
nearest Distributor. 


helps for Central Station 


U.S. MANUFACTURING CORP. 
Decatur, Illinois 


9. €LECTRIC POPPE 
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Review of New Products 








GRUNOW Radios 
General Household Utilities Corp., 


2638 N. Crawford Ave., Chicago, Ill. 
Models: 36 models, 6 designed for 


farm, camp or boat use. 


Description: “Teledial” automatic tun- 


ing outstanding feature of line; 
automatic antenna tuning; clock 
type tuning, cathode ray indicator 
and new type cabinet design which 
eliminates tone distortion are other 
features; airplane type dial; triple 
speakers—2—6 in. and 1—12 in. in 
higher priced models; 8, 10 and 12 
in. speakers in balance of models ; 
frequency varies according to model 
—average model covers from 550 to 
18,000 k.c.; metal tubes in most 
models. 


Price: From $17.95 to $179.50.—Elec- 


trical Merchandising, July, 1936. 
v 
HOLLAND Farm Washer 


Holland Farm Washers, Sandusky, O. 
Description: 12-volt farm washer op- 


erates on 2 ordinary 6-volt storage 
batteries: gas engine unnecessary; 
Pioneer gas engine battery charger 
available with this new washer in 
special offer. 


Price: Washers $49.95 up; battery 


charger $39.95.—Electrical Merchan- 
dising, July, 1936. 


v 





FROGIL Oil Circulators & 
Heaters 


Gray & Dudley Co., Nashville, Tenn. 
Models: Down-draft hot-blast oil 


burning circulators Nos. 568, 467, 
366, 264, 264-ET and 264-S; and 
Circulating Radiant Heater No. 
162. 


Description: No. 568 normal con- 


sumption 4 pts. oil per hr.; No. 
467, 3 pts.; No. 366, 2 pts.; No. 
162 and 264 series, 1% pts.; all 
models equipped with 3 straight 
line 4-in. hot air tubes which pass 
through combustion chamber from 
bottom to top, increasing area of 
heating surface and circulating air 
through room; built-in down-draft 
hot- blast tube in each model ; 
sreese patented burner designed to 
operate entire heating season with- 
out attention, easily removable for 
cleaning; 7 gal. oil tank; burns 
38/40 distillate or furnace oil; Nos. 


568, 467 and 366, streamlined cab 
inets, Circassian walnut porcelain 
enamel finish with maple and ebony 
trim; No. 264 Circassian walnut 
porcelain with 2-tone maple and 
ebony trim; 264-ET semi-ename! 
finish ; 264-S black.—Electrical Mer- 
chandising, July, 1936. 





CONTINENTAL Radio 


Continental Radio & Television Corp., 


325 W. Huron St., Chicago, Iil. 


Model: De luxe console Admiral 


AM6. 


Description: Featuring a tilted dial 


and “fly wheel tuning” (flick of 
finger moves pointer) 4 bands, from 
150 to 375 k.c. and 540 to 18,000 
k.c.; phonograph jack; plug-in 
heavy duty dynamic speaker ; auto- 
matic tone control; 11 in. oval dial; 
visual station and wave band indi- 
cators; second-hand for micro- 
tuning; bent panel of cabinet butt 
walnut; wide, moulded red gum 
pilasters; walnut end panels.—Elec- 
trical Merchandising, July, 1936. 


v 





G & M Stokermatic 


Gray & Murdock Mfg. Co., Salt Lake 


City, Utah 


Device: Model B_ under-feed coal 


stoker. 


Description: Enclosed capacitor type 


motor totally enclosed, no brushes 
no radio interference; “Time Inter- 
val Control” fully enclosed, prevents 
fire from going out; automatic air 
pressure control; silent unit drive; 
conveniently located door to con- 
veyor screw; new type sectional 
burner of heat resisting construc- 
tion; accessible retort clean-out; 
air-tight hopper holds 24 hr. supply 
coal for average home; y-belt drive 
and motor; vibrationless multivane 
steel fan fully enclosed; stream- 
lined cabinet with double curves 
pressed in steel for strength and 
beauty; tan and red finish—Elec- 
trical Merchandising, July, 1936. 


Vv 
SPEEDWAY Motor 


Speedway Mfg. Co., 1834 S. 52nd 


Ave., Cicero, Til. 


Device: Speedway worm drive back- 


geared “flea power” motor. 


Description: Available in a.c., d.c. and 


Universal, can be assembled with 
drive shaft to right, left, up or 
down; wide range of selected speeds 
on final shaft: 1, 7, 11, 40, 80 r.p.m. 
on a.c. or d.c. unit; 23 x 3 x 4 in. 
including reduction gears; low in- 
puts from 4 to 15 watts.—Electrical 
Merchandising, July, 1936. 
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CASH PRIZE 
RUB-A-TATOR CONTEST! 


Every purchaser of a Washer with 
the new Rub-a-tator will become elig- 
ible for one of the many cash prizes, 
totaling One Thousand Dollars, that 
will be offered for the best comments 
on “Why I Like the Rub-a-tator.” 

On a card to be furnished with each 
washer, the purchaser has only to write 
a few sentences telling why he or she 
likes the Rub-a-tator method better 
than other washing methods. An at- 
tractive gift will be sent to everyone who 
mails in the card, plus the opportunity 
to win a substantial cash prize. 

As a dealer, you can easily see the 
value of this unusual offer! Something 
more to advertise and talk about than 
you have on any other washer. You 
cannot only tell the story of a remark- 
able washer but you have further sales 
ammunition in the $1,000.00 contest 
idea! Write for further details. 


SPACE 713 


American Furniture Mart 


July 6th to 18th « Chicago 
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The NEW Washing Method That GUARANTEES 
Efficient, Effective, Gentle, Uniform Action! 


This is why the RUB-A-TATOR 


washes more efficiently : The CO-ED 


Bullet Shaped 


(1) Because the Rub-a-tator causes the clothing in Porcelain Tub 


the tub to rotate from top to bottom and back to 
top of tub more rapidly and in more frequent cycles 
than other agitators. 


(2) Because the Rub-a-tator gives each and every 
piece of clothing in the tub a gentle, dirt loosening 
action by close contact with corrugations in the 
side of the Rub-a-tator, cleaning thoroughly such 
hard-to-wash parts as cuffs and collar bands. 


(3) Because the four smooth corners of the Rub- 
a-tator brush back and forth, without dragging, 
across the rotating clothes to give them a further 
scrubbing, lightly beating action that frees every 
embedded dirt particle. 





(4) Because the Rub-a-tator is universally mounted 
at the top only for free swinging motion that bal- 
ances any kind of load and gives uniform action 
in any part of the tub. There is no tangling or 
bunching of the load on one side of the tub. No 
bottom bearing to wear or get noisy. 


HOLLAND-RIEGER, INC., Sandusky, Ohio 


Display Rooms and Warehouses 


CHICAGO - NEW YORK - SAN FRANCISCO + HOUSTON - LOS ANGELES - RICHMOND 
ROANOKE + CLEVELAND - KANSAS CITY + SEATTLE - OMAHA 


The ADMIRAL 
23-inch 
Porcelain Tub 
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WHAT OTHER 
ELECTRICAL SERVICE 
offers so many 
advantages for so 
little money in 

such a live 
market 





ASK YOURSELF 
THIS QUESTION 


Look at the market first—practically 
unscratched and growing bigger and 
better with the new homes being built 
in your community, and with the in- 
creasing popularity of air-conditioning. 

Then consider the comforts—not 
confined to the kitchen only, but to 
every part of the home, from cellar to 
attic, removing cooking odors, stale 
air, etc. 

And don’t overlook the fact that 
BREEZO FANS are reasonably 
priced, easy to demonstrate, practically 
free from service, cost little to operate, 
and are available for every need. And 
discounts are liberal. 

You have every sales advantage 
when you sell BREEZO. Write for 
details. 


Buffalo Forge Company 
205 Mortimer St., Buffalo, N. Y. 


In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ont. 


BREEZO VENTILATION 










Breez-Air 








ATIONWID 





ASSURES QUICK SERVICE 


WAGNER Your ability to serve customers depends upon the 
Service Stations effectiveness of your service facilities. Hence, you 
. ATV. realize, when selecting motors, that it is very impor- 
surat tant to give consideration to the service the motor 

cincinmar manufacturer can give. 
arth Wagner maintains 25 branch offices, warehouses and 
INDIANAPOLIS service stations in all parts of the country. Each 
ros NOELES service station carries a complete stock of motor- 
miwAUntE arts, available for immediate shipment. Thus 
“new YORK agner assures immediate attention to your needs 
PHILADELPHIA of Wagner customers, whether they be in Maine or 
PORTLAND Oregon, in Minnesota or Texas. When there's trouble 
nen with any make of motor, or any information wanted 
fonowre on motors, get in touch with Wagner’s nearest branch. 

MS136-1A 











Review of New 








STANDARD Range 


The Standard Electric Stove Co., 
1712 N. 12th St., Toledo, O. 
Model: No. 1465CAB Collingwood 

range. 
| Description: Surface burners either 
“Speed Heet” with ebony finish or 
“Kalmax” enclosed; oven 16 in. 
| wide, 19 in. deep has recessed burn- 
| ers which gives approximately 23 
| in. extra height; smokeless broiler 
pan; non-tilt sliding rack; new type 
back splasher accommodates either 
| range light or condiment shelf; con- 
| diment shelf accommodates clock 
and 2 condiment jars; white or 
| ivory finish_—Electrical Merchandis- 
ing, July, 1936. 





GILBERT Juice Extractor 


| A. C. Gilbert Co., New Haven, Conn. 

Device: No. B124 Juniorette Juice 
Extractor for small apartments. 

Description: Equipped with Gilbert 
universal motor with convenient 
toggle switch; operates on 110 volts, 
60 cycles or less; new modern base 

| designed by Robert Heller, Inc.; 
white enamel finish; weighs 5 Ibs. 

Price: $5.95.—Electrical Merchandis- 
ing, July, 1936. 


v 








KADETTE Radio 
International Radio Corp., Ann Arbor, 
Mich. 
Model: No. 500 self-contained battery 


radio. 
Description: Superheterodyne : 2 bands 
—standard broadcast 550-1,600 k.c. 
and American-Foreign short wave 
18-55 meters; airplane dial with un- 
breakable convex crystal; vernier 
drive tuning; full automatic volume 
control; 6% in. Perm-O-Flux per- 
manent dynamic speaker; American 
walnut cabinet with butt walnut 
front panel; 24 in. wide, 11 in. high, 
11% in. deep; ample room provided 
for 3 heavy duty “B” batteries and 
one 2-volt “A” battery.—Electrical 
Merchandising, July, 1936. 


WAAGE Immersion Heaters 


Waage Electric Co., 27 Warren St, 


New York City 


Models: FB and FH “Flash” immer- 


sion heaters. 


Description: FB for barbers, doctors, 


dentists, furnished with short 18 in, 
heater cord and attachment plug and 
no switch, weighs 6 ozs. FH for 
general use in home, office, cottage, 
heats 8 oz. glass of water in about 
2 minutes the manufacturers claim; 
equipped with 6 ft. heater cord and 
switch with attachment plug, weighs 
7 ozs.; 110 volts, a.c.-d.c. 300 watts. 


Price: FB, $4.75; FH, $5.—Electrical 


Merchandising, July, 1936. 





v 
TAPMASTER Outlet 


Allied Mercantile Co., 11-15 E. 
Runyon St., Newark, N. J. 


Device: Extension convenience outlet 


for use where there is a scarcity 
or lack of outlets. 


Description: 32 in. high, with 9% in. 


base; employs 15 ft. rubber exten- 
sion cord (or any length requested) 
and two duplex outlets and rubber 
handle grip cap with Spring-Action 
blades; black and gold crackle — 
Electrical Merchandising, July, 1936. 


pa 





PROTECTON Bowl Covers 


Blossom Mfg. Co., 79 Madison Ave., 


New York City 


Device: Washable oiled silk bowl 


covers to protect food to be stored 
in refrigerators; retains flavor and 
freshness, prevents drying and 
evaporation of food; Lastex bind- 
ings make them fit snugly over 
bowls; 3 sizes. 


Price: Set of 3—79c.—Electrical Mer- 


chandising, July, 1936. 


“Protectons” / 
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FAIRBANKS-MORSE Ironers 


Fairbanks, Morse & Co., Indianapolis, 


nd, 

Models: 6NB, 6NA, 6N. 

Description: 26 in. rolls, 6 in. diam.; 
open end roll; converter lever for 
pressing and steaming; lifetime 
lubrication; dynamically balanced 
motor; chrome plated steel ironing 
show ; dual control operates at touch 
of finger button or knee lever. Por- 
celain table top cabinet model 6NB, 
equipped with 3-heat range, double 
heating element, 2 thermostats and 
red pilot light—Electrical Merchan- 
dising, July, 1936. 





RAILLEY Shader 


Railley Corp., 6611 Euclid Ave., 
Cleveland, O. 

Device: “High-Hat” shader. 

Description: Parchment shade that 
telescopes for convenient handling 
and shipping; fits any fixture; easy 
to hang; for use wherever lighting 
is used as setting for gaiety; 21 in. 
diam.; 16 in. high, weighs 6 Ibs. 
packed; available in an assortment 
of decorative designs. 

Price: $3.95.—Electrical Merchandis- 
ing, July, 1936. 





Cooker & Heater 


Electric Units, Inc., 1121 Penobscot 
Bldg., Detroit, Mich. 

Device: No. 813 combination cooker 
and heater for cooking or for heat- 
ing single room. 

Description: Equipped with “Forcoil” 
range burner—an insulated, self- 
cleaning, visible fire, open burner 
which gives more heat, speed and 
economy, the manufacturer claims; 
a.c. only; 1320 watts; 3-heat switch; 
assorted colors of porcelain with 
black porcelain top ring and grid; 
decorative vented band keeps casing 
cool. 

Price: Porcelain, $12; black, $10.— 
Electrical Merchandising, July, 1936. 
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GASOLINE a 
MOTOR 










O rcane your campaign for bigger and better 
business with a new selling platform and make 
“Profits on Sales Beyond the Power Lines” a plank 
in your platform. 


BRIGGS & STRATTON 
EQUIPPED WASHERS 


— are the key to a successful selling campaign on 
power washers to homes without “high line” power. 
More than a half million washers powered with the 
famous Briggs & Stratton 4-cycle motor have already 
gone into this market. And that’s only a fraction 
of the five million farm homes waiting to be sold. 
Check the profit possibilities in your own territory! 


BRIGGS & STRATTON 
Power: Charger 


—the first unit of its kind which you can sell at profit! 
At the same time, it creates hundreds of new pros- 
pects for 6-Volt Battery radio sets. Result? Two profits! 
This fully engineered plant, designed and built as a 
unit, keeps a 6-volt radio battery fully charged — 
provides dependable electric light up to 200 watts 
— and has direct power take-off for driving small 
equipment. Includes features found in no other plant, 
is fully guaranteed and nets you a generous profit. 
eee 


GET on the Briggs & Stratton Band-Wagon. Join the 
aggressive dealers who are campaigning for profits 
beyond the power lines. Plenty of help from head- 
quarters: — Consistent advertising in National and 
State Farm Papers — Dealer Helps — Literature — 
Display Material. Tie in now with store displays and 
demonstrations of your own. Put the Briggs & Stratton 
Profit Plank in your platform today. 


BRIGGS & STRATTON CORP., Milwaukee, Wisconsin 
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CURVES 


G0 UP 


® Sell Permutit Water Condi 
| 

tioning, and watch your sales 

curve go up! All of your old 


customers are 
them again, a1 
profit 


prospects; sell 
id make a second 


There is n 


Sells every 


) trade-in problem 
month of the year 
Not competitive with your other 
lines. Can be sold under FHA 


terms 


1onstrate in the 
home how water conditioning 
aids beauty, protects health, as 
sures cleanliness, and saves time, 
and money. And your 
story to the housewife is backed 
up by national advertising 
newspaper advertising, smash 
ing direct mail and a powerful 
presentation. Free 


course 


You can den 


labe oT, 


sales training 


DISTRIBUTORS: Territories are being 


closed daily, but some few are left 
Send at once for full particulars 
Write, or use ipon if you prefer 
THE TIT COMPANY 


PERMI 


711 


Room 
New York City 


Please send me, without obligation, 
complete details of exclusive dis- 
tributor pri Permutit in 
my territory 


West 42nd St., 


1 
vileges [for 


Company 


Address 


Signed by 
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Device: 





HOTPOINT Range Accessories 


I 


/ 


lee 


lescription: 


Edison G-E 
5600 W. 


Appliance Co., Inc., 
Taylor St., Chicago, Ill. 
Timer clock, metal shelf, 
condiment jars and lamp have been 
developed for use with Hotpoint 
Dorian Range No. RA 32. Lamp 
only, shelf and condiment jars; 
shelf, condiment jars and timer 
clock may be purchased as separate 
units.—Electrical Merchandising, 
July, 1936 


v 





WESTINGHOUSE Beverage 
Cooler 
estinghouse Electric & 
Mansfield, O. 
ice: Self-contained, portable bottle 
beverage cooler for restaurant, soda 
fountains, roadside stands, etc. 
Capacity, 1206 oz. 
provision for storage 
of additional quart bottles; 42 x 
22% in., 37 in. high; galvanized steel 
storage tank; diamond shaped bottle 
rack; 2 lift-top doors; automatic 
control maintains correct tempera- 
ture; Westinghouse 4 h.p. hermetic- 
ally sealed condensing unit protected 
by 5 year warranty plan; plugs into 


Mfg. Co., 


bottles with 


any outlet; orange enamel finish 
with chromium and black trim.— 
Electrical Merchandising, July, 
1936 : 





ALLOVER Hand Massage 
Allover Mfg. Co., 


Racine, Wis. 


Model: Improved a.c. hand massage 
machine. 

Description: Fits hand; vibratory 
energy transmitted by operators 


fingers to any part of body; vibra- 
tions adjustable to suit all types of 
treatment; noiseless; 1 moving part, 
requires no oiling; plugs into out- 
let 115 volt 60 cycle a.c—Electricat 
Merchandising, July, 1936. 


Description: 


Models: 


Description: 


Device: 


Mercury Vapor Lamp 


General Electric Vapor Lamp Co., 
Hoboken, N. J. 


and W estinghouse 
Lamp Co., Bloomfield, N. J. 


Device: 85 watt mercury vapor lamp 


for industrial and possibly photo- 
graphic fields. 

Contains no filament; 
light is produced by tiny column of 
mercury vapor raised to lightning- 
like brilliance within sealed quartz 
tube 14 in. long @ in. diam.; quartz 
tube enclosed in outer glass ‘bulb 54 
in. long and 14 in. diam.; equipped 
with standard screw base; available 
for standard alternating current ; 
small transformer required for 
operation of each lamp.—Electrical 
Merchandising, July, 1936. 


v 





WILL-BURT Stokers 


The Will-Burt Co., Orrville, O. 
No. 15 and 30 automatic coal 
stokers. 

No. 15, small burner pot 
built especially for hot water sys- 
tems; No. 30 for heating systems in 
small and moderate sized buildings ; 
hoppers hold 350 Ibs.; lids sealed 
with rubber; ventilating tube con- 
nects hopper and fan intake to re- 
move moisture to prevent corrosion ; 
hopper base provided with outside 
cleanout port; continuous feed type 
power unit; all working parts in 
bath of oil; 3 coal feeds on each 
unit to cover full range of coal feed- 
ing capacity; automatic air control ; 
rectangular, sectional type fire pot; 
automatic switch for lighting light 
or ringing bell in event of sheared 
pin; overload relay protects motor; 
cabinet type units.—Flectrical Mer- 
chandising, July, 1936. 





BOND Flashlight Battery 
Bond Electric Corp., New Haven, Conn. 


3ond Fibre-Dome-Top flash- 
light battery. 


Description: Impregnated Fibre Dome 


Top has rounded dome-like surface 
which does away with short circ- 
cuits; holds power of battery intact, 
insures uniform current flow when 
light is on; Dome Top permits use of 
more zinc, longer bobbins, carrying 
more active materials which insures a 
battery of higher amperage and 
longer life; increased space permits 
use of more electrolyte; Bond bat- 
teries restore their own power when 
not in use.—Electrical Merchandising, 
July, 1936. 
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Whether 
you sell 


ranges 


range service, 
CHROMALOX 


Super-Speed 


RANGE UNITS 
will help you sell. 


Housewives are becoming famil- 
iar with the good-looking, work- 
manlike, flat-topped Chromalox 
Super-Speed top burners—they 
know that this unit will give 


them greater cooking speed, 
greater cooking convenience, 
higher economy, and longer 


unit life. They react favorably 
to the exclusive “Two-Burners- 
in-One” feature—the inner 
burner only for small utensils, 
or the outer burner only for 
uniform frying heat. They are 
profoundly impressed by the 
immunity to damage which 
these units — 


If you are selling Chromalox- 
equipped ranges, take full 
advantage of these facts in mak- 
ing each sale. 

If you are servicing ranges, cut 
your overhead and inventories 
by using these units for replace- 
ment. Remember they fit any 
range, without special sizes. 
The outside adaptor ring takes 
care of the fit. 





Get 


Your Copy of the New 
Chromalox Sales Plan Book. 
Use the Coupon Below. 


Mail with your business letterhead 


EDWIN L. WIEGA co. 
7525 Thomas Bivd., Pittebergh, Pa. 


Send me the “Chromalox Plan” book. 
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New Service Equipment 





















ce pee 


Bushing and Bearing Tool 
Electrical Appliance Parts Co., 
651 Lakeside Ave., N.W., 

Cleveland, O. 


Device: Portable bushing and bearing 


tool to remove and install motor 
bushings and bearings from 7/16 in. 
vacuum and fan motors to 1% in. 
motor bushings; weighs 34 lbs; 2 
adapters to align tool with any type 
of end bell or housing are included; 
shaft is made of 31-31 steel chap- 
manized and working nut of aer- 
cased steel insuring working parts 
that will stand unusual stress and 
punishment. 


Price: $6 complete.—Electrical Mer- 


chandising, July, 1936. 





IDEAL Marker 


Ideal Commutator Dresser Co., 1037 


Park Ave., Sycamore, IIl. 


Device: Portable tool for marking 


metal, glass, pottery, hard rubber, 
Bakelite, fibre and similar materials. 


Description: Writes like pencil; no 


auxiliary controls required; plugs 
into 110 volt, 60 cycle a.c. socket; 
consumes 75 watts. 


Price: $10 with standard point for 


marking soft metals; $14 with 
special hardened point for marking 
case hardened steel, glass, etc— 
Electrical Merchandising, July, 1936. 


v 





G & R Connectors 


G & R Electric Co., Box 55, 
Wilkinsburg, Pa. 


Device: Insulated, solderless wire 


joint for fixture connections. 


Description: Soldering and taping no 


longer required; brass core accur- 
ately machined from seamless brass 
tubing; serrated jaws hold con- 
ductors in position; molded, threaded 
insulators joins both wires by turn 
of finger. Connectors available for 
wire sizes from No. 12 solid to No. 
18. Line is being extended to in- 
clude all A.W.B. sizes up to No. 1 
wire. 


Price: Connector for No. 18 wire, 5c. 


—Electrical Merchandising, July, 
1936. 


G-E Volt-Wattmeter 
General Electric Coe Schenectady, 


me 

Device: Type AP-9 series of portable 
volt-wattmeters; consists of a watt- 
meter fitted in standard AP-9 case; 
either rating may be used by throw- 
ing switch located on top of instru- 
ment; over-all accuracy of i of 1 
per cent of full-scale value; mag- 
netic damping, new Permaloy mov- 
ing vane; shielded from stray mag- 
netic fields; Textolite case—Elec- 
trical Merchandising, July, 1936. 





ALUMAWELD Flux & Solder 


Alumaweld Co. of America, 2442 S. 
Parkway, Chicago, IIl. 
Device: Flux and solder for repairing 
joints of any metal such as alumi- 
num, stainless steel, pot metal, cast 
iron, copper, brass; applied with 
ordinary soldering iron or blow 
torch; tensile strength of 12,000 Ibs. ; 
packed in low priced combination 
solder and flux sets or in mechanics 
kits or shop kits; flux also packed 
in individual containers for use 
with any type solder.—Electrical 

Merchandising, July, 1936. 





Bushing Reamer 
Watervliet Tool Co., Inc., Albany, 
me 
Device: Spiral expansion, self-align- 
ing reamer with tapered floating 
collet for servicing fractional h.p. 
motor shaft bushings; available in 

sizes from 10 in. to 183 in. 
Prices: From $10.50 for 10 in. size 

to $15 for 18} in. size —Electrical 

Merchandising, July 1936. 


v 
Halide Leak Detector 


The Linde Air Products Co., 30 E. 
42nd St., New York City 
Device: Prest-O-Lite Leak Detector. 
Description: Consists of regular 
Prest-O-Lite needle valve torch 
handle assembly, a burner which 
includes suction nipple for attach- 
ing rubber hose and a chimney with 
copper reaction plate; rapid flow of 
acetylene through burner causes 
suction which. draws in any re- 
frigerant gas near open end of suc- 
tion tube; flame changes color at 
contact with slightest amount of re- 
frigerant gas; when large amount is 
present the flame turns violet; leak 
can be located by variation in in- 
tensity of color where a large 
amount of gas is in surrounding at- 
mosphere. — Electrical Merchandis- 

ing, July, 1936 
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Values” in 


PRICE —T he “Plus- 


give VOSS Dealers the advantage 
over all competition in every price class. 


THE UNMATCHED FEATURES of the VOSS Line— 
Floating Agitation (gentle hand-washing method) Electric 
Safety Wringer, Precision Engineering, and individual Mod- 
ern Beauty — are creating an inevitable wave of preference 


WITH THE 


MODELS 





VOSS Washers 


from the consumer and the dealer. 


Voss 


VOSS BROS. MFG. CO. 


The VOSS Line is the easiest 
to sell. Write for details about 


the VOSS Franchise. 


. « »« DAVENPORT, IOWA 


NEW VOSS 














ICES... 


Automatic refrigerator buyers 
expect to be free from bother 
with ice. That’s why a survey of 
refrigerator purchasers showed 
99% expressing a preference for 
Flexible Rubber Trays or Grids. 

Your prospects want to get ice 
cubes from tray to glass in a split 
second, They want ice cubes 


which are full-sized, cold, and 
dry ... at the refrigerator. 

Give your salesmen the full 
sales advantage of this tremen- 
dous consumer demand. Insist 
that the refrigerator you sell 
comes factory-equipped with a 
Flexible Rubber Tray or Grid in 


every ice compartment. 


THE INLAND MANUFACTURING CO., DAYTON, OHIO 


1 TRULY MODERN REFRIGERATOR SHOULD HAVE A 


FLEXIBLE Rupper Tray orn Grip 


IN EVERY ICE 


COMPARTMENT 
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SERVICE 


MAKES and MODELS 


AUTOMATIC 22 ( Washer )—Sin 
plifying the greasing problem 
Drill a hole in the top of the mecha 
li ousin lap, and insert a pres 
ure-gun fitting By removing the 
lrain plug old grease can thus be re 
noved by air-pressure on the inserted 
plug and the machine can be grea ed 
readily through this new fitting \ 
four-hour job can be done in 20 
minutes 


EASY R (Washer) — Description 
of clutch design. . .The clutch is of 
the cone type, with cast iron faces, 
and the cone ittself, entering into 
the recess in the side of the inter- 
mediate gear. The clutch is held in 
its “out” position by a steel plate. 
Pressure is applied to this plate, which 
in turn presses against the brake lin- 
ing, which revolves as a unit with the 
cone. Movement of the steel plate 
against the brake lining withdraws 
the clutch from its “‘in’”’ position and 
automatically applied the brake on 
the lining. The cone, in turn drives 
the dryer shaft to which it is keyed. It 


is allowed to move in a sliding 
keyway. 
When pressure is relieved from 


the steel plate a spring under about 
50 lbs. presses the cone back into its 
recess. When cone is in the “in” or 
running position the steel plate does 
not touch the brake lining but is 
merely an idle part. All of the thrust 
pressure on the spring is against the 
thrust ball-bearing and this bearing 
rests against the cover in the inside 
of the gear case. 

On rare occasions it may be neces- 
sary to remove the clutch, due to 
wearing of a groove in the face of 
the cone and also in the bottom of 
the female part of the cone. This is 
apt to when the basket does 
not run at full speed, causing the 
clutch to slip excessively. The sketch 
labelled “before” shows an exagger- 
ated condition of wear. The sketch 
labelled “after’’ shows the present 
design of the clutch and how the old 
lutch will look with the groove 
removed. 


occur 


To remove clutch and correct this 
condition remove the gear case from 
the This gives access to 

nch set screws in the clutch 
fork. These should be loosened suf- 
ficiently to permit withdrawal of the 
clutch shifter arm which extends from 
the top of the ¢ ise. The clutch cover 
gear case should 
then be and the entire 
clutch brake, spring and ball thrust 
can taken out through the opening 
in the side of the case. 
fter gear 600 clutch 
can be corrected by cutting away the 
lower part of the cone face in 700 
as shown at point B and relieving 


machine. 
two 


S de of the 


in the 


remo ed 


removing 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 
330 West 42nd St., New York City 


the cone edge 600 as shown at point 
C. Relieving at point B may be done 


BEFORE 





with a scraper or half-round file and 
only a small amount needs to be re- 
moved to allow the male part of the 
cone to engage. The cone edge at C 
may be removed with a file, exercising 
care not to take away too much of 
the cone face, but at least %2 inch 
below the groove. 


DOMESTIC APPLIANCE 
BRUSH TROUBLES 


By L. L. Stoffel 


Chief Engineer, The Ohio Carbon Co. 
When one considers the kind of use 
and very often abuse—to which do 

mesti 


appliances are subjected one 


has to admit the excellence of design 
embodied in the which drive 


years Naturally, 


motors 
em fot however, 


rusn 


troubles tend to develop just as 


in more tortunate motors. 


Vacuum Cleaners—Vacuum clean 
ers are particularly subject to troubles 


caused by dirt. In many cases, the 
desire of the designer to keep the 
motor as small and light as possible 
necessitates leaving ventilating open- 
at the commutator end of the 
“universal” motor which is almost in- 
variably used for such appliances. 
Through these openings foreign mate- 
rial is drawn into the interior. The 
commutator and brushes become 
gummy and sticky. The dust ulti- 
mately works up into the tubular 
brush holders. If still neglected— 
and vacuum cleaners generally are— 
the brushes stick and fail to maintain 
proper contact with the commutator. 
This often finishes up with a ring of 
flame which may either produce a 
flash-over or melt out some of the 
irmature connections. 

Another trouble which is fairly fre- 
quent is due to brushes which have 
become so short from wear that the 
springs are no longer able to hold 
them in proper contact with the com- 


ings 


mutator. Sparking, and _ ultimate 
failure to start, are the natural con- 
sequences. Such sparking troubles 


ire greatly intensified if, in addition to 
being too short, the brushes are a 
somewhat loose fit in their holders; 
because there is a tendency for them 
to rock over on their edges suffi- 
‘iently to reduce the contact surface 
to practically a hair-line every time 
the motor starts up—that is, at the 
very time when the high initial cur- 
rent-rush demands the greatest pos- 
sible current-carrying area. 

As a rule, a vacuum cleaner is not 
overloaded. The motor is practically 





a. 


always of the “universal” series type, 
and therefore tends to run up to the 
highest speed the load will permit; 
this load being almost zero at starting, 
and increasing approximately as the 
cube of the speed. But bearings which 
are jammed with lint and dust, or long 
threads twisted around the fan, may 
alter this condition. So will bearings 
which are so worn that the armature 
is either out of center with the poles 
or is actually rubbing on them. In 
the former case the “out-of-balance” 
effect due to the high speeds necessary 
in order to keep the motor size and 
cost down will cause so much vibra- 
tion that the brushes are likely to be 
out of direct contact with the com- 
mutator most of the time. The con- 
tact is then maintained through the 
resultant arcing; and the brush 
springs will become pitted and weak- 
ened by the current and heat. The 
torque will also be much lower than 
it should be. Thus shortened com- 
mutator and brush life are inevitable. 
In the case of actual rubbing, the arm- 
ature will burn out. 

Improper lubrication is another pro- 
lific cause of breakdowns in vacuum 
cleaners—and indeed in most other 
domestic appliances. Most repairmen 
are only too well acquainted with the 
greasy commutator, oil-soaked brushes 
and soggy armature and field windings 
which follow over-oiling. But every 
repairman does not realize that an 
oily brush is useless for commutation 
purposes. Any such brush should in- 
variably be replaced. The brush ma- 
terial would soon disintegrate anyway. 

“Glazing” of the commutator is an- 
other influence to be guarded against. 
This may be due to wrong brush pres- 
sure, but it is more likely to be due 


to the brushes having insufficient 
abrasiveness to remove the glaze. 


Failure to start, as well as sparking, 
are common results of glazing. 

From the above it is clear that the 
brushes, bearings and commutator are 
so interdependent that it is seldom ad- 
visably merely to replace or repair one 
without also repairing the others. It 
is easy to explain to the customer that 
it is really more expensive in the long 
run to put in new brushes and yet to 
leave unreplaced the worn bearings 
which caused the brushes to wear out 
in the first place. 


Washing Machines—Here, the 
standing evil influence is overloading; 
generally due to trying to run an ex- 
cessive amount of material through 
the wringer. Occasionally it may be 
caused by putting too many clothes in 
the tub at a time. The results oi 
overloading are about the same as 
one would find on any other type o! 
motor, and need not be described 
(Please turn to page 60) 
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Let DULUX on refrigerators help to carry 


your sales to a new high 


U PONT introduced DULUX for refrig- 
D erators in January, 1933. Today, this 
outstanding finish for refrigerators is on more 
than 2,000,000 household mechanical 
boxes. 

Success in producing this better-looking, 
longer-lasting and more economical finish 
points the way to success in selling more re- 
frigerators. It can be profitable for you to join 
with those dealers who are finding that a 
DULUX finish helps to make refrigerator sell- 
ing easier. Here are the three main points to 
stress in using DULUX to close sales: 


1. DULUX is a finish of exceptional brilliance 
and beauty . . . with texture, depth and gloss. 
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White DULUX gives the pure, clean, sani- 
tary finish women want. Its beauty is a joy 
to their eyes. 


2. DULUX retains its original gloss and color 
and beauty much longer. Its white stays white. 


3. DULUX has remarkable durability in the 
face of all the hardships that a refrigerator 
finish meets in the home. 

Beauty, durability and economy to a greater 
degree—that’s what DULUX offers to house- 
wives through you. Profit by a woman’s desire 
for its long-lasting beauty in her kitchen. 

For practical help in using the DULUX 
sales points, write for ‘“‘Selling Made Easier 
by DULUX,”’ a booklet that gives more 


details about this ideal, modern finish for 
refrigerators. 

Address E. I. du Pont de Nemours & Co., 
Inc., Finishes Division, Wilmington, Delaware. 


REG. U.S. PAT. OFF. 


DULUX 


REG. U. S. PAT. OFF. 


for refrigerators 
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way WILCOLATOR 


OVEN CONTROLS 


Are used by more manufacturers of 
Electric Ranges than any other make 


@ The Wilcolator is extremely sensitive—assures 
accurate temperature control at all degrees—is 


simple to install. 


@ The Wilcolator is strongly constructed— 


has 


no moving parts in oven—cannot be damaged by 
accidental bumping—requires less service. 


@ The Wilcolator is made by the originators of 


the liquid type 


thermostat—the principle on 


which every modern oven control is based. 


W ilcolator helps sell the range—then helps to keep it sold. 





———————— 





WILCOLATOR 


THE WILCOLATOR COMPANY @ NEWARK, N. J. 











IS THE THING 


Sell your customer an appli- 
ance equipped with a bal- 
anced R & M motor—and 
you'll do him, and yourself, 
a good turn. Rotating parts 
of high-speed R & M motors 
are scientifically tested on 
dynamic balancing ma- 
chines. A tiny beam of light 
shows up, byitstiniest flicker, 
the slightest tendency to- 


ward the faulty balance that 
causes excessive vibration, 
noise and short life. 

Point out the R & M name- 
plate. It's a guaranty of up- 
to-the-minute engineering, 
precision workmanship, and 
rigid inspection. That name- 
plate is a real sales asset. 
_ it—that’s what it’s there 
or! 


& MYERS 


Founded 1878 


Robbins & Myers, 
Inc. 
Springfield, Ohio 





The Robbins & Myers Co., 
Ltd. 
Brantford, Ont. 





Lack of lubrication, as well as too 
much of it, are often found; and since 
in the older, less protected makes, the 
soapsuds occasionally reach the bear- 
ings, they are apt to form a distinctly 
non-lubricating greasy compound. 
Fortunately this destructive material 
seldom gets as far as the brushes be- 
cause it is too stiff and sticky to flow 
far enough from the bearing to reach 
them. The constant surges of load 
due to the periodical reversal of the 
washer arms tends to aggravate the 
bearing (and therefore the brush) 
wear. The present tendency seems to 
be to equip washers with condenser 
motors, but many of the older types 
used ordinary split-phase motors. 
The starting torque of a washer 
motor must be high, however, in all 
cases; and in this requirement a 
washer differs from most other do- 
mestic appliances. One manufacturer 
uses a wound rotor single-phase 
motor, and has succeeded in obtaining | 
the needed high starting torque with 
a current little more than twice the 
full load running current. 


In some split-phase types brush 
trouble is likely to be caused by slug- 
gish or sticking brush-raising mechan- 
ism. This mechanism is centrifugally 
operated. Obviously, even from the 
standpoint of needless wear through 
friction, the failure of this device to 
operate would be undesirable; but, 
worse still, it leaves the starting wind- 
ings in the circuit during running 
time. Occasionally it will be found 
that the centrifugal switch will stick 
in the brush-raised position—in which 
case of course the motor will not start 
at all. Dirty commutators or brushes 
will often have the same effect. 


A defective flexible coupling will 
sometimes cause sparking and brush 
wear, as well as commutator-damage. 
Either the material which provides 
the flexibility may harden or get “out- 
of-kilter” so that it no longer takes 
up any slight misalignment between 
washer drive and motor shaft; or it 
may shrink sufficiently to prevent its 
taking up the slight end-thrust which 
necessarily exists in certain designs 
of washers. So long as the commu- 
tator and brushes are well bedded-in 
to each other and are smooth on their 
contacting surfaces, this merely in- 


| creases the shock on starting and re- 


FANS « MOTORS e HAND AND ELECTRIC HOISTS AND CRANES | 
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versing of the washing tub arms. But 
as soon as this is no longer the case, 
the brushes are forced to try to bed 
themselves on an irregular surface 
which is shifting back and forth—an 
obviously impossible thing to do. 
Sparking, wear and heating follow. 
Incorrect air-gap due to bearing wear 
is another cause of brush trouble. 
So are loose holding bolts on the 
motor base, dirty commutator, etc. 


Food Mixers, Hair-Dryers — These 
often show brush and commutator 
troubles. The motors run at high 
speeds—from 10,000 to 15,000 r.p.m. 
Their bearings are comparatively 
small, and very little “out-of-balance” 
effect results in violent sparking and 
wear on commutator and brushes. 
Yet in spite of this, the tiny rods of 
carbon which form their brushes must 
handle the commutation of each coil 
within an almost infinitesimal frac- 
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Brand New! usawte 
“Red dead” 


SAFETY FLARE-LITE 






PATENT 
PENDING 





Its “RED” flare 
protects motor- 
ists, campers, 
hikers, every - 

one— every- 
where! 





‘Most practical—most 
‘sensational flashlight 
development in years! 


People have asked for it—demanded it—never had 
SALITE n 


in the interest of 
aan USALITE “RED-HEAD” 

e beam lights up the dark spots— 

=. see y weED” HEAD” lantern flare protects 

its new all-position bracket hanger enables 

fight" rays to be directed at any angle leaving hands 

pulariy priced—retails for $1.25 complete 

with 2 extra duty LOK-TOP batteries. Striking win- 

dow streamers and c 


Le! FREE 
‘“RED-HEADS” and 48 LOK-TOP 


The last word in all-purp. 
lights . . . in flashlight profits 


Order oomntyt Feature present 
rofit Immediately! 
UNITED STATES ELECTRIC MFG. CO. 
222 West \4th Street New York City 
Chicago Branch, 323 West Polk Street 


se e flash- 











(worenIs wore 30] 








54 NOTHING LIKE THIS 
LUNG FISH 


WHEN THE SWAMPS IN WHICH IT LIVES 
DRY UP, THE AFRICAN LUNG FISH 
CRAWLS INTO A BURROW, PLUGS IT 

WITH MUD, AND BREATHES THROUGH 
SMALL AIR-HOLES. 

’ 

2 NOTHING LIKE GULF 


ELECTRIC Q-MOTOR OIL 
EITHER 









ITS THE QNE 
OIL MADE 
SPECIALLY FOR 
MOTORS 
OF ELECTRIC 
REFRIGERATORS, WASHERS AND 
IRONERS. OPENS BIG NEW MARKET 
FOR YOU. ITS ADVERTISED INCOLLIERS — 
| Reouanty— STOCK ITNow] | 


GULF ‘woven’ OIL 
MOTOR 
For further information, write Gulf Petroleum 
Specialties, Gulf Building, Pittsburgh, Pa. 
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one eee. 


Like the “City Slicker”... 
the brush must be clever 
enough to lubricate the rings 
without gumming them or 
sticking in the brush holder. 


At the same time, it must 
be “hard-boiled” enough to 
repeatedly stand the sharp 
end-thrust of the armature 
shaft when the 
applied. 


load is 


It takes REAL ENGINEERING 
SKILL to combine two such 
opposite characteristics 
both of which are especial- 
ly necessary in the split 
phase motor brushes com- 
mon to washing machine 


service. 


For Assured Results Use 
Ohio PRE-TESTED Brushes 


Tue Ouio Carson Co. 


12508 Berea Ro- CLevetanon 0. 














tion of a second. Even a 22-bar com- 
mutator at 15,000 r.p.m. means that 
the brushes must commutate a coil in 
about one fifty-five-thousandth of a 
second; and this would be no small 
performance even for a large turbo- | 
generator brush which gets all the 
skilled attention it needs. Brushes 
for these small domestic appliances 
are generally of a fairly abrasive 
type; for glazing or blackening intro- 
duces extra contact resistance, which 





in turn pulls down the speed and 
efficiency. 


Heating Motors on Furnaces—Fans 
are often used as an integral part of 
automatic oil-fired and other furnaces 
as a means of distributing the heat 
through the ducts in the home, and 
also for draft control. As a rule, 
they give little trouble; for the manu- 
facturer knows that a motor failure 
will in many cases put the entire heat- 
ing system out of commission, and 
he takes no chances. What little 
trouble is encountered is mostly due 
to the dirt and soot to which the 
motor is apt to be exposed; and which 
may even insinuate themselves into 
the enclosed interior in course of 
time. 


Radio Interference—This is almost 
entirely due to bad brush conditions 
on one or more of the domestic ap- 
pliance motors in the home. It is 
surprising what an amount of “static” 
can be created by a vacuum cleaner 
or a food mixer, for example, under 
certain conditions. Of course it is 
often practicable to eliminate the 
disturbance by shunting a suitable 
condenser across the guilty motor— 
but it might be quite possible as an 
alternative to persuade the housewife 
or the “man of the house” that in- 
stead of merely masking the trouble 
by a condenser it would be better to 
arrange for a semi-annual or quar- 
terly overhauling and inspection of 
the electrical home machinery—and 
thus cure the real cause. 


Brush Characteristics—Brushes are 
made in various grades, each being 
useful for certain purpose. There 
are carbon, electro-graphite, metal- 
graphite and graphite types; and even 
these differ from each other in hard- 
ness, abrasiveness, specific resistance 
and other qualities. It would be easy 
to generalize as to the various appli- 
cations for each type and character- 
istic. Unfortunately, however, the 
effects of the various qualities are so 
interlinked in a brush that it is un- 
wise to do so. At least one brush 
manufacturer can supply a chart for 
this purpose, and all of them will be 
more than glad to cooperate in solving 
your brush problems. 


Hair Dryer Repair 
By Paul E. Grivet 


In some hair dryers the motor 
speed control consists of about 100 
turns of number 30 resistance wire 
wound in two sections on a strip 
of asbestos board 114 inches wide 
by %e inch thick. Speed control is 
accomplished by shorting out sections 
of this resistor with individual switch- 
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Not only that, Madame, 
but equally important, the 
heating element is made 
of “Nichrome” V. 

To all our makers of 
heating appliances we 
specify that heating be 
made of 


TRADE MARK REG. U.S. PAT. OFF. 


Long established heating 
appliance dealers have recog- 
nized the sales value of 


“Nichrome” V heating ele- 
ments. The long life of the 
heating element has much 
to do with the life of the 
appliance, and your store’s 
reputation warrants this 
“Nichrome” performance. 


Chicago Detroit England 


GOOD make? 









When a widely used name 
can be used as a selling point 
and at the same time creates 
much good will—don’t ex- 
periment, be sure you specify 
—‘**Nichrome’ V, 
Driver-Harris Wire” as the 
heating element material of 
appliances you sell. 


DRIVER-HARRIS COMPANY, HARRISON, N. J. 


the 


France Italy 








When someone says to you "Just as Good" 

. - . watch out! For so phenomenal has been 
the success of SPRING-ACTION plugs and cube 
taps that several leading manufacturers are pro- 
ducing infringing products to take advantage of 
the tremendous demand for the improved 
SPRING-ACTION plug. You are cautioned to 
beware of these imitations. Most of them will 
damage outlets and cause trouble. 

In less than three years, SPRING-ACTION 
plugs and cube taps have become the quality 
standard in the wiring device industry. But it 





Original, genuine SPRING-ACTION 
Attachment Plug Caps ore made 


only by this company and are pro- 
tected by U.S. Patents Nos. 2,037- 
562, 1,941,374, 1,964,471 and other 
U.S. and Canadian Patents Pending. 


took several years of research and a sizable investment in special machinery 


shi 
of the SPRING-ACTION Blade. 


to a SPRING-ACTION Blades. However much the resemblance, make- 
imitations fail to duplicate the efficiency and trouble-free performance 


SPRING-ACTION plugs and cube-taps are fast replacing the ordinary 
kind. Many millions are now in use. If you have yet to look into the man 
advantages of stocking these products, you are urged to do so at once. You'll 
find them fast movers and real profit producers. Tell us to send samples and 


sales particulars at once. No obligation whatever. 


NOTE TO DEALERS: The original SPRING-ACTION is identified by the words "SPRING- 
ACTION PATENTED" stamped on the blades of plugs and cube-taps. 
















* 


The TAPMASTER Extension Convenience Outlet has 
been on the market but a short time. Yet it is already 
selling in volume. Here is a product with a score of 
uses. For buffet lunches, for bridge parties, for ironing, 
it is almost a necessity. 32 inches in height, it has 
two approved duplex outlets and is equipped with a 
15 foot extension cord and an unbreakable, approved 
rubber plug with Spring-Action Blades. The sales pos- 
sibilities on this item are unlimited. Be sure to write 
today for TAPMASTER literature and prices. 


* * 


ALLIED MERCANTILE CO. 


11-15 EAST RUNYON STREET, NEWARK, N. J 
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SERVICES 


PARTS ano 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion. Minimum ao $4.00. (First 


line in small black face type). ractions of a line count as a line. iscount of 10% 
it full payment is made in advance for 4 consecutive insertions of undisplayed ads. 

DISPLAYED RATE: 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 per in.; 
12 inches—$10.50 per in. (An advertising inch is measured vertically on one column. 
There are 4 columns—48 inches to a page.) 

















HEFRIGERATION 
PARTS ond SUPPLIES 


SEND FOR OUR Mew CATALOG 


Vf you are engaged in the business of servicing oF selling refrigeration you 
should have « copy of our new 96 page SUMMER catalog. Write today on 
your letterhead. We sell to the trade only. 
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The HARRY ALTER CO., Inc. 


> MAIN OFFICES 1728 S. Michigan Ave., CHICAGO, ILL. 


NEW YORK CITY 
161 Grand St. 


CLEVELAND, OHIO 
4506 Prospect Ave. 


ST. LOUIS, MO. 
2315 Washington Ave. 


REFRIGERATION 
PARTS AND SUPPLIES 


Refrigerator Service Companies and Dealers WRITE FOR OUR NEW 1936 CATALOG. Com 
plete Stock of Nationally Known Products to Serve You. SAME DAY SHIPMENT. 


2338 S$. Michigan Ave. H. W. BLYTHE CO. 











Chicago, tll. 












Giant ARMATURE 
Nite Fans REWINDING 
race ar ° 
c th Motor Repair—All Types 
for Summer ca We stock vacuum cleaner parts. 
Cooling : Write for prices and Catalog. 


the entire house 
at low cost. 
The only complete line 


WILLMAN ELECTRIC Co. 
12506 Dexter, Detroit, Michigan 











Highest quality jirect 
connected, multi-pole, va 
riable speed capacitor o KEEP IT RUNNING ”” 
motors. Noiseless Pianoidal 
Blowers, ineluding Port 


Satisfactory operation is a real contribution to 
customer satisfaction “Keep it running. and 


she'll come back. It's the repeat sales that count 


able units for apartments 
and suites. Write for FREE 
material: (1) University of 


Illinois researeh data with Parts, Services and Accessories can play an 
cooling curves. (2) Catalog important part in building your business It can 
(3) Sales Helps. (4) How keep you posted on where to obtain your require- 


to figure and instal! 


RUSSELL ELECTRIC CO.,M/rs. cricnco'U Si. 


ments in keeping your customers’ 
good running order 


appliances in 




















SEARCHLIGHT 





S E C T | O N “OPPORTUNITIES” 
SALES EMPLOYMENT 
BUSINESS—MERCHANDISE 
RATE ENTS A WORD, UNDISPLAYED. SEE LAST ISSUE FOR DETAILS 





























Wr . SALESMAN AVAILABLE 
BUYERS at Get on the List 
Yauttr. FOR ‘THESE BY AN EXPERIENCED appliance salesman 
——_ — Now selling in Chicago but who believes 
=f a there are advantages in living in a smaller 
Hot Tiled | | CATALOGS town Have good record and background 
<p x : Here are the four big Prefer General Electric products, Will con- 
LUNE ON in ena te every sider congenial opportunity any place. 
B Burstein Applebees Co's Burstein-Applebee cus SA-468. Electrical Merchandising, 520 No. 
: tom sis year. Eact Michigan Ave., Chicago, III. 
ata im full of 
mum tafermation NEW ADVERTISEMENTS 
n Radio, Electrical and and changes of copy must be received 
Refrigeration Equit by the 24th of the month to appear in 
nent Write today 


the issue out the following month. 
Address copy to The Departmental 
Advertising Staff 
ELECTRICAL MERCHANDISING 
330 W. 42nd St.. New York City 


get on We list 


BURSTEIN -APPLEBEE CO. 


1012-14 McGee St., Kansas City, Mo. 
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es for each section. 

When the fan motor is in second 
speed one section of the resistor fre- 
quently gets pretty hot and the as- 
bestos board becomes conducting, 
allowing the entire assembly to fuse 
together. Replacement of the form 
with heavy sheet mica eliminates this 
trouble. The mica must be in one 
piece and not of the built-up type 
as the binder used in the built-up 
type may cause further trouble. 


LAMP TESTER 
By Fred P. Steinmetz 


The diagrammed lamp tester was 
made for a local gasoline station sell- 
ing incandescent lamps for the home 
as well as for cars and flashlights. 
A small radio cabinet taken from the 
junk heap was used to house it, 
switches, sockets and contacts being 





mounted on a bakelite panel. 

A six volt filament transformer sup- 
plies operating potential. The value 
of the resistor shown is not particu- 
larly critical. The resistance noted 
lights a 2-cell lamp to not quite full 
brilliancy and a 3-cell type will glow 
enough to show that the filament is 
intact. 

In testing a lamp used in a five- 
cell flashlight the 6-volt auto lamp 
contacts may be used. 


Grounded Irons and Heaters 
By Bob Lamoni 


To cure grounding in electric irons 
and heaters scrape rust off wherever 
found and dry cord thoroughly. Bent, 
bare leads to terminals inside an iron 
may be grounded. Insulate with con- 
ventional, small size spaghetti, or 
wrap them in a thin sheet of asbestos 
softened in water. Tie with a turn 
or two of fine wire. Broken mica 
insulation is sometimes the cause. 
Shove in a thin sheet of new mica. 
Loose or uncentered binding posts on 
connection terminals frequently let 
burrs or bolts slide and touch metal 
frame. Re-center. 


Refrigerant Leak Tests 
By William Toth 


There are several distinct methods 
of testing refrigerant leaks. The swab 
and sulphur stick method depends on 
detection by means of a white cloud 
of smoke. The soap solution detects 
by means of bubbles, the acrolein so- 
lution and litmus paper methods de- 
tect by change in color and the Halide 
lamps depend on color change of the 
flame. 

The most used is the test for Sul- 
phur Dioxide. The first step should 
be, to attach the pressure guage to 


the high side service valve and the 
compound guage to the low side ser- 
vice valve. 

After being shut off, the compres. 
sor is allowed to remain idle until 
reading of a few pounds is noted on 
the compound guage. (The pressure 
can be raised quickly by filling the ice 
cube trays with hot water or by re- 
moving the trays and placing a hot 
iron on one of the shelves in the evap- 
orator. ) 

A swab, made by wrapping a piece 
of cloth around a wire, is dipped into 
a solution of 28% aqua ammonia. 
(Sold in the drug store). By holding 
the swab near but not touching the 
suspected parts, a white vapor will 
result if sulphur dioxide is present. If 
there are no leaks at a low pressure, 
then increase the pressure to about 30 
pounds and recheck. Safety first, is 
my motto. 

Since ammonia is used to check sul- 
phur dioxide, it is logic to use some 
sort of sulphur for testing ammonia 
leaks. A sulphur stick, such as used 
for smoking out wine barrels, can be 
ignited and held near the suspected 
spot, and of course the ammonia leak 
will be detected by a white vapor. 
However, some servicemen may ob- 
ject to the choking odor of the burn- 
ing sulphur. In that case a weak so- 
lution of sulphuric acid will do the 
trick if used on a swab. Care should 
be taken not to touch the parts with 
the solution for the acid will corrode 
metal. 


Mica Cutter 
By George Deitz 


We got tired trying to cut mica on 
commutators so here’s what we did. 
We bought a few stove bolts, round 
head, and turned them down on the 
lathe to various thicknesses to fit 
various motors. See the attached 
drawings. 

These cutters are now used in the 
lathe when we want to undercut small 
armatures. When heavy ones are en- 
countered (too heavy to be easily 
handled) we place the cutter in a 
dental type drive shaft hooked up to 
the lathe. 





TOOL CATALOG 


A 56-page booklet known as catalog 
136 has just been issued by the Bon- 
ney Forge and Tool Works of Allen 
town, Penna. [Illustrating a complet: 
line of sockets, wrenches and other 
tools and containing much data oi 
practical reference value to mecha- 
nics in all fields, this booklet will be 
of interest to appliance repairmen. 


JULY, 1936 — ELECTRICAL MERCHANDISING 






















the 
Ser 


pres- 
til a 
d on 
ssure 
ie ice 
y re 


sVap- 


piece 
into 
onia. 
ding 
r the 
will 
it. If 
sure, 
it 30 
st, is 


: sul- 
some 
10Nia 
used 
in be 
ected 
leak 
apor. 
+ ob- 
yurn- 
k so- 
» the 
ould 
with 
‘rode 


a on 
did. 
ound 
. the 
> fit 
iched 


| the 
small 
 en- 
asily 
in a 
p to 





alog 
30n- 
llen 

let: 
ther 


cha- 
1 be 


ne 
Second. 


is all it takes to point out the 
“Date-line” on an Eveready 
Battery when you sell it. Only 
one second... 


BUT IT MAKES YOUR STORE 
A BETTER STORE... 


for it instills confidence in 
your customers. It shows them 
that you sell the best... that in 
your store they get full value 


for money spent. 


EVEREADY 
BATTERIES 
ARE FRESH-= ‘: 
BATTERIES 




















PAGES GAIN OVER 
SAME MONTH LAST YEAR 


Never before have business figures shown 
such favorable gains—never before have 





business opportunities been so plentiful. 


Electrical Merchandising shoots the record 
of a 56% plus advertising gain for the 
month of July over the same month last 
year. 


August Electrical Merchandising offers ad- 
vertisers a money making special issue that 
pays even bigger returns. 


Electrical Merchandising 
330 West 42nd Street, New York City 


WATT nH 









Kitchen Modernizing 
(Continued from page 7) 


electric cookery and promote the 
modern electric kitchen idea to 
those persons inspecting the sam- 
ple home. 

4. Provide small promotional pam- 
phlet in quantities for distribu- 
tion in the sample homes; this 
pamphlet designed to stimulate 
interest in the modern electric 
kitchen with particular promo- 
tional emphasis on the electric 
range and electric cooking. 

5. Develop and erect sizable promo- 
tional sign in front of each co- 
operating builders’ sample home 
on which would appear a state- 
ment to the effect that “These 
homes contain a modern electric 
kitchen according to the stand- 
ards established by the Kitchen 
Modernizing Division of the 
Electrical Association.” These 
signs to remain-in the property 
of the Kitchen Modernizing Di- 
vision and to be returned after 
a limited time. 

6. Purchase and maintain ten totally 
enclosed floodlights for use in 


floodlighting sample homes of the | 


builders who cooperate. The re- 
sponsibility for the installation 
of this equipment to be assumed 
by the builder and he also to pay 
pay for the current consumed in 
operating these floodlights. The 
equipment to remain the prop- 
erty of the Kitchen Modernizing 
Division and to be returned after 
a limited time. 

7. Provide home economist for in- 
struction to housewife in efficient 
use of the electric range after 
purchaser has moved into the 
new home. 


8. Develop a Certificate and place 


same in the kitchen of all homes | 


complying with the requirements 
established by the Kitchen Mod- 
ernizing Division. 
One of the Association’s most im- 
portant functions, naturally, is to in- 


sure the prospective home purchaser | 


being satisfied with the electric range. 
Home economists visit the prospects 
and, in case of a demand for gas cook- 
ing in place of the installed range, 
have been uniformly successful in per- 
suading the home owner to give the 
electric a fair trial. 





Let me prove 
refrigerator performance 


@I am a Practical Recording Ther- 
mometer, and the temperature charts I 
make prove refrigerator performance to 
your prospects. Just what you need to 
close more sales. I guarantee to give 
complete satisfaction, or your money will 
be returned. I will work for you on a 
15 day trial basis. 
@ FEATURES: Dependable and easy to 
use. Makes 24 hour 
record on 4 inch 
chart. Pen arm 
built into door, so 
pen swings out of 
way when changing 
chart. Extra charts 
and ink and 
carrying case fur- 
nished. Complete, 
$18 net f.o.b. Chi- 
cago. Write for 15 
day trial offer. 
Practical 
Instrument Co. 
2709 N. Ashland 
Chicago 


PRACTICAL INSTRUMENTS 


fibre 





Ask your 
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There's more money 
on MAIN STREET 
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THAN ON THE AVENUE 


Retail sales in small towns for a period of nearly two years 
have shown 3 TIMES the percentage of increase of retail sales 
in large cities. 

By every yardstick used to measure markets, small town 
communities are the BIG BUYERS: 

© 55.3%, of owned homes are in communities under 10,000 population 

® 41% more small town homes being built per unit of population 

Outstanding sales possibilities are offered manufacturers of 
electrical appliances in small towns because such appliances 
bring greater comfort and convenience to home owners. And 
Household Magazine goes into more than 1,800,000 such 
homes every month. 

Ask your manufacturers to help you boost your sales by 
advertising in HOUSEHOLD— it's the publication for carrying 
your message to your prospects. 


HOUSEHOLD MAGAZINE 


Arthur Capper, Publisher 
TOPEKA P : , A é ; : KANSAS 





OVER 500,000 PEOPLE SUFFER FROM 
HAY FEVER AND ARE °C) Er ae ae 


DEPOLLEN-AIRE 


SENSATIONAL NEW HEALTH 
APPLIANCE FOR 
RELIEVING HAY FEVER SUFFERERS 


DEPOLLENIZES AIR 


The Chandler DEPOLLEN-AIRE is a 
sensational new electrically operated room 
depollenizing air filter for relieving pol- 
len-causative Hay Fever. Designed to 
supply adequate volume of fresh, pollen- 
free air at all times. 


EXPERIENCE PROVES 
RESULTS 


Installations have been made in widely 
varied room conditions. Amazing results 
show fast, positive relief to Hay Fever 
sufferers while in DEPOLLEN-AIRE 
equipped room. Letters available from 
reliable satisfied users. Certified labora- 
tory tests show DEPOLLEN-AIRE is 
99.92% efficient. 


THOUSANDS NEED IT 


There are thousands of potential cus- 
tomers for this appliance in Hay Fever 
regions. Ideal for bedroom installation 
Enables user to get full night’s sleep in 
room free of irritating pollens. No air 
pressure created in room. Stale room 
air constantly exhausted. 


NO INSTALLATION COST 


DEPOLLEN-AIRE is shipped completely as- 
sembled with variable speed fan and filters 








EASILY MERCHANDISED 


ey , —— mp oo eae “7 
ig easily displayed to ¢ vantage. Ding finish. Easily installed in very few minutes. 
Gemonstration under actual operating condi- Plugs into any standard socket. Operates suc- 
tions clinches many sales. A quick sale item cessfully any ordinary sized bedroom, 
to Hay Fever victims. Priced for general con- office, den, living room, etc 
sumption, Attractive cooperative advertising - . 

program. WRITE FOR COMPLETE DETAILS 


CHANDLER COMPANY 


Fits in any lift sash window 25” wide or 
larger. No screws or Its to mar wood 
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STATISTICAL 





BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


STOKERS 


Stokers are making extraordinary head- 
way. Increases for April 1936 sales, com- 
pared with April 1935, were as follows: 


Residential mechanical stokers, 61.5%; 
apartment house and small commercial 


stokers, 56.6%; small industrial stokers, 
30.3%. For the first four months of the 
year, compared with corresponding months 
of 1935, residential stoker sales were 
118.7% ahead; apartment house models 
45.8% ahead; and small commercial stok- 
ers 33.5% ahead. 

Following are sales figures compiled by 


| the Department of Commerce. Class 1 
stokers are residential models, capacity 
under 100 Ibs. coal an hour; Class 2 are 


apartment house or small commercial 
stokers, capacity from 100 to 200 Ibs. coal 


an hour; Class 3 are small industrial 
stokers, capacity over 300 lbs. coal an 
hour. 
Class 1 Class2 Class 3 
Apr. 1936 ..... 2,745 130 44 
rf Speer 1,046 83 33 
First 4 Mos. 1936 9,528 614 239 
| First 4 Mos. 1935 4,356 421 179 
v 
REFRIGERATORS 


Based on reports of the NEMA refrig- 
erator membership, the Edison Electric In- 
stitute estimates an increase of 34.5% in 
industry sales of household electric refrig- 
erators for May 1936 versus May 1935. 
The Institute estimates further that total 
sales for the first five months of the year 
have mounted 27.6% above sales of the 
1935 comparative 


rere 329,140 units 
May 1935 pane aed 244,602 units 
First 5 Mos. 1936........ 1,204,188 units 
Pow 5 Mas, F035... <<see. 943,944 units 

Saturation, January 1936 — 7,250,000 


homes, or 34.2% of total wired homes. 
v 


WASHERS 


Washer sales maintained their steady 
progress again in May, advancing 25.4% 
ahead of May 1935. Complete figures, re- 
leased by the American Washing Machine 
Manufacturers Association, indicate a rise 


| of 20.6% in industry sales of household 





electric washing machines for the first five 
months of 1936 compared with similar 
months of 1935. 


eee: 126,030 washers 
Pe Ee Geotderans ad 100,524 washers 
First 5 Mos. 1936....... 630,808 washers 
First 5 Mos. 1935 .......522973 washers 


Saturation, January 1936 — 10,346,482 


| homes, or 48.8% of total wired homes. 


v 


WATER HEATERS 


Following close to the record set by 
ranges, electric water heater sales pro- 
gressed 27.4% in May and 40.0% in the 
first five months of 1936 beyond sales of 
comparable months of 1935. These fig- 
ures represent sales of NEMA members, 
composed of 10 manufacturers in 1936 and 
9 in 1935. 


Serer Se 10,639 units 
IEE whether ietceceons 8,347 units 
First 5 Mos. 1936........... 32,979 units 


. 23,555 units 


RANGES 


Range sales of NEMA members held to 
the upward course established by previous 
months of 1936 when May retained a lead 
of 25.8% over May 1935 and ran the five 
months’ total sales of ranges up 46.7% 
over corresponding records of 1935. The 
NEMA membership this year includes 12 
range manufacturers, compared with 11 


in 1935. 

May 1936 ........ 34,225 units, valued* at 
310,638 

May 1935 ........ 27,199 units, valued at 


$1,763,317 
125,661 units, valued at 
$8,666,250 


First 5 Mos. 1936.. 


First 5 Mos. 1935.. 85,650 units, valued at 
$5,592 704 
*Manufacturers’, not retail, value. 
Saturation, January 1936 — 1,449,250 


homes, or 6.8% of total wired homes. 
v 


GAS ENGINE WASHERS 


After three months of trailing behind 
records of 1935, gas engine washer sales 
veered upward in May and increased 
4.5% over May 1935. Thus, for the first 
five months of the year industry sales 
are 7.5% ahead of last year’s correspond- 
ing period, as indicated by the following 
figures covering industry sales, compiled 
by the American Washing Machine Manu- 
facturers Association: 


May 1936......... 18,793 gas eng. washers 
LOE ES aren 17 988 gas eng. washers 
First 5 Mos. 1936. .79,553 gas eng. washers 
First 5 Mos. 1935. .78,986 gas eng. washers 
v 
IRONERS 


Increases of 5.2% in ironer sales of May 
1936, and of 32.6% in total sales for the 
first five months of the year, compared 
with similar months of 1935, were re- 
ported for the ironer industry by the 
American Washing Machine Manufac- 
turers Association. 


_ 2 Se eee 14,840 ironers 
eer 14,101 ironers 
First 5 Mos. 1936........ 76,828 ironers 
First § Moa. 1935......c003 57,948 ironers 

Saturation, January 1936 — 1,031,802 


homes, or 4.9% of total wired homes. 
v 


VACUUM CLEANERS 


Previous records of 1936 increases were 
shattered when May sales of floor vacuum 
cleaners were reported by the Vacuum 


Cleaner Manufacturers Association at 
43.9% in excess of May 1935. It was 


simultaneously reported by the Associa- 
tion that hand cleaner sales were up 17.7% 
over sales of May 1935. Total sales of 
floor cleaners for the first five months 
of the year are 27.9% higher and hand 
cleaners 13.2% higher than comparative 
sales of 1935. 


a Pee 105,178 floor cleaners & 
32,175 hand cleaners 
May 1935........ 73,086 floor cleaners & 


27,321 hand cleaners 

First 5 Mos. 1936.484,555 floor cleaners & 
146,409 hand cleaners 

First 5 Mos. 1935.378,871 floor cleaners & 
129,387 hand cleaners 

Saturation, January 1936 — 10,241,579 
homes, or 48.3% of total wired homes. 
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\ HEN a product can step out, in a highly competitive 


field, and build up a sales record as unusual as the above- 


there must be something unusual about the product. 


The Speed Queen IS an unusual washer. The way it is built 


the 


way it washes—the service it renders—the way the line 


is stepped-up—the manufacturing policies behind it, etc.—all 


combine to make the Speed Queen franchise one of the most 


satisfactory and profitable in the washing machine industry. 


Write for this Booklet 


If you would like to read what 
might be called the “inside story” 
behind the Speed Queen’s phe- 
nomenal sales record, write for a 
copy of an interesting booklet just 
released entitled, “A Lady Goes to 
Town.” 


BARLOW & SEELIG MFG. CO. 





RIPON, WISCONSIN 





Pronounced fy 


OIL CIRCULATORS 


Simplified Oil Heating is here! The new wonder of 
the heating world. 


Backed by years of engineering development, these 
beautiful, compact, cabinet heaters now make oil 
heating practical for any home. Designed to burn 
38/40 distillate or furnace oil, economically. Equip- 
ped with 7-gallon, removable oil-supply tank. 


FRUGAL - CLEAN + CONVENIENT HEAT 


FROGIL OIL Burning Circulators provide the ad- 
vantages of basement-furnace heating. They are 
made in four sizes, to meet the needs of homes hav- 
ing from 2 to 8 rooms; and for stores, churches, etc. 
The cabinets are modernly designed and beautifully 
finished in porcelain enamel. 


NO ASHES +» NO SOOT + NO ODORS 


The FROGIL Burner is a greatly improved type. Its 
efficiency and simplicity have been nationally dem- 
onstrated and approved. Its Down-Draft, Hot-Blast 
combustion is the most efficient method of burning oil. 


Easy to sell and install. Thousands in use—many in 
the coldest sections of the country. 


Write or wire for details. Ask for Catalog “E”. 


LICENSED UNDER BREESE PATENTS 


Manufactured By 


GRAY & DUDLEY COMPANY 


Established 1862 
NASHVILLE +> TENNESSEE 


Finished in two-tone Circas- 
sian walnut porcelain enamel 
— Maple and Ebony trim. 


ah Mes ge 
if. * th 
war 


» 
vind 
. 


Ke), ety Tee, tee nee 
q SATS Pi nang’ C3, 5 
“ . — 














For the smaller home. 
Finished in two-tone Cir- 
cassian walnut porcelain 
enamel — Maple and 
Ebony trim. Also avail- 
able in plain black finish, 


Down-Draft, Hot Blast 


Frogil Down Draft, Hot-Blast 
combustion makes _ possible 
double heating capacity so that 
in extremely cold weather, 
these heaterscan produce twice 
as much heat as under normal 
operating conditions. To util- 
ize this double capacity the 
heating units are made with an 
extra large heating surface. 


NO WICKS 
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